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Have you seen our booklet, “COLOMBIA, THE LAND OF 
CorFEe”’? It's delightfully illustrated, and yours for the asking 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y. 





GAIN NEW PROFITS— 
Package Coffee in Bags 


on the 


BAR-NUN Automatic 


Bag Feeder, Opener au Weigher 


You can make big savings in labor and time by pack- 
aging your bag coffee on a Bar-Nun Automatic Bag 
Feeder, Opener and Weigher. Actual production 
records prove that in many coffee plants the Bar-Nun 
has cut bag packaging labor costs in half. Production 
is rapid, steady, dependable. Bar-Nun accuracy re- 
sults in additional savings that often equal or exceed 
the savings in labor and time. And the Roaster whose 
Bar-Nun is shown in the view above reports an extra 
Bar-Nun advantage. He says: “Its simplicity of oper- 
ation allows us to train new operators within a few days’ 
time; consequently we are able to improve our efficiency 
and personnel relationship by changing our production 
é, line jobs every two hours.” 

nee f{ That’s “user’s proof” of Bar-Nun dependability and 
GUARANTEED = es ease of operation. One operator at the Bar-Nun less 
to STOP Bak , 2 than half-time will produce up to 30 bags per minute— 
; 1800 bags per hour, automatically fed, opened, held, 

© Costl m4 accurately filled and ejected. 
Overweights A Bar-Nun will pay for itself in your plant through 
e Dangerous a eo these savings . . then gain you extra profits for many 
Underweights years to come. Can you afford to ignore these profits? 
: Write today for complete details, recommendations 
BAR-NUN “‘Auto-Check” Net Weigher and quotation on a Bar-Nun Bag Feeder, Opener and 
er weighing into any type of container. Weigher—or, if your volume does not warrant auto- 
xtreme accuracy protects against costly over- matic bag handling equipment, send for data on a Bar- 


weights, impermissible underweights. Guar- 3 e gs 
anteed to weigh 1-lb. weights within 1/32nd Nun “Auto-Check” Net Weigher, for weighing only. 


Py oe or minus. Capacity ranges from 
1/4 of 1 ounce up to 5 pounds. C4 _ G VA | < oO 
= = uU os 


Engineers & Manufacturers Since 1872 
1312 $O. CICERO AVENUE e CHICAGO 50, ILLINOIS 














EDTBAUER-DUPLEX IDEAL GREEN GUMP COFFEE  BAR-NUN WEIGHERS IDEAL COFFEE 
NET WEIGHERS COFFEE CLEANERS GRANULIZERS AND BAG FEEDERS ELEVATORS 


¥ 











be 


B.F. GUMP CO. 


JULY, 1953 





Coffee & Tea Industries and The Flavor Field, published monthly ’ » Mill Publishing Company, 1066 Water St., New York, N. Y. Sub- 
scriptions $3.00 a year, 50 cents per copy, July 53, V ) : Reentered as second class matter June 22, 1951, at the Post 


Office at New York, N. Y., under the Act of March 





JULY, 


URES 


dependable 
course 
to steer by... 


Today no coffee container in the world can offer 
you better flavor protection than the vacuum 
pack can, originated by Canco. 


Like the North Star—whose position is changeless— 
some companies are known for dependability . . . Their 
high standards and integrity single them out. 

In business, these qualities in any firm you deal with 
contribute to your success in charting the progress of 
your own. 

All this involvesa relationship that transcends the mere 
filling of orders . . . with good materials . . . on time. 

Since the turn of the century, many men at the helm 
of businesses, big and small, have put complete trust in 
the integrity of Canco. 

Needing new and better containers for their products, 
they have looked to Canco’s unequaled variety of tech- 
nical skills, research, and services . . . its quick, sure 
solutions to special problems . . . its experience and 
facilities that no other manufacturer can match. 

If you pack your products in containers, your course 
is clear. You'll be ahead if you... 


Go first to the people who are first! 


AMERICAN 
CAN 
COMPANY 


canca) 


New York, Chicago, San Francisco; Hamilton, Canada 
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|, PA.C.B. NEWS 


COFFEE | 
Pan-American Coffee Bureau, 120 Wall Street, New York 5, N.Y. 
Brazil * Colombia * Costa Rica * Cuba * Dominican Republic « Ecuador 
El Salvador ¢ Guatemala * Honduras « Mexico * Venezuela 








Coffee-Stops Save Lives 





Coffee-Stops Add to Safety 


a public service that sells coffee 


The above headlines are only a few of the 
hundreds which have been appearing in news- 
papers throughout the country during the past 
year. 

This is a result of the Pan-American Coffee 
Bureau’s promotional campaign to make 
more people conscious of how coffee can help 
prevent a traffic tragedy. 

The idea that a “Coffee-Stop” aids safety 
has a sound basis in fact. A top motor vehicle 
official recently pointed out the need for fre- 
quent coffee stops, by citing figures compiled 
by the New York University Safety Center. 
The Center survey found that in rural areas 
drivers must make 20 decisions per hour — 
some of them instantaneous — and in city 
areas 50 decisions per hour. 

The official then suggested that frequent 
rest stops — like the “Coffee-breaks” taken 
during working hours in business and industry 
— would be a step toward the reduction of 
highway accidents. 

Other safety officials have concurred with 
this idea. In recent road tests a group of 

_ government drivers was instructed to take ten 
minute “Coffee-Stops” every two hours. The 
result was a record-breaking drop in the 
“normal” traffic accident rate. 
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new “'Coffee-Stop” ad 

To make more motorists conscious of the 
benefits of stopping for coffee, the Bureau is 
running a full page, four-color “Coffee-Stop” 
advertisement in Life and The Saturday 
Evening Post during the vacation season. This 
advertisement tells the public how stopping 
for coffee combats drowsiness and fatigue, 
enables them to drive better and safer. 

The Bureau is also distributing a steady 
flow of publicity releases which lead to head- 
lines like the above. Promotion such as this 
creates good will for the entire coffee industry 
and sells more coffee for all brands. 

The growing public acceptance of the 
“Coffee-Stop” offers an excellent opportunity 
to roasters selling to the restaurant trade. 
They can expand their volume by urging the 
promotion of the “Coffee-Stop” in individual 
restaurants along busy roads and highways. 

You can add to this great public service and 
industry promotion by urging in your advertis- 
ing that drivers make frequent “Coffee-Stops” 
during the vacation season. 

Sincerely, 


(Wb 


MANAGER 


Field 















A business 
can be built 
on a good cup 


of coffee. 


An effective 
package 

is a short-cut 
between coffee 


and customer. 







Hillman’s, 






Chicago, Illinois, 







is among the 


noted chains 






for whom 
eede e 


Union manufactures 







successful 






coffee bags. 
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NRTCMA Convention 


Here’s our story on 
model grinding installations 













Our photo exhibit at the National Retail Tea and Coffee Merchants 
Association Convention in Chicago showed the BURNS GRINDING AND 
WEIGHING LAYOUT — the Burns ONE BAG ROASTING PLANT — and 
AN ACTUAL INSTALLATION OF BURNS COMPACTOR MILLS. 


Perhaps pictorially, their simplicity was deceptive. Actually, such 
simplicity stems from the efficiency of professional engineering and a 
lifetime of experience which guarantees economy, reliability and 
serviceability year-after-year. 


In addition to the equipment shown in our exhibit, BURNS has a full line 
of plate mills and granulators with capacities up to 4,000 pounds per hour. 
Detailed information on all BURNS equipment is available on request. 


JABEZ BURNS & SONS, INC. ° 
11th Avenue at 43rd Street ° New York 36, N. Y. 


DESIGNERS AND MANUFACTURERS OF PROCESSING EQUIPMENT FOR THE es 
FOOD INDUSTRY: COFFEE, TEA, COCOA, PEANUT BUTTER, NUTS, MALT, CEREAL 
PRODUCTS ETC....CONVEYING AND STORAGE EQUIPMENT + TESTING EQUIPMENT SINCE 1864 
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create a.style trend in Smart Sachaging / 


Gair-Reynolds Foiline Cartons with a full range of true color repro- 
duction on foil, are rapidly creating a new style trend in smartly 
designed packaging... packages that literally Sell-A-Product on Sight. 


These brilliant Foil Cartons, in gold, silver and other scintillating 
metallic colors are endowed with the notable feature of doubling 
and tripling sales in competitive markets. 


Increase the prestige, sales and profits of your product, with the 
“Selling Impact” of Gair Multicolor Foil Cartons. 





Write for Gair Brochure on Folding Cartons. 


4 GAIR 


EAST 44TH 








PAPERBOARD 
FOLDING CARTONS 
SHIPPING CONTAINERS 





ROBERT GAIR COMPANY, INC. ¢ 155 
JULY, '96s 


STREET © NEW YORK ee TORONTO 
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R.C. 


Metal-End Dredge igey) 


FIBRE ‘ | 
CONTAINERS // / rad 


Spout Top 


AN 


Sifter Top 
Slip Top 


Fricti 1 
Screw Top riction Top 





Absolute product protection is a “first” in R. C. packaging. 
Asphalt-i ted and paraffin-lined containers are 


Pp 
just two examples of R. C. Packaging. 


Round, square, oval, oblong—spiral or convolute—designed 
to your specific needs. 











Fast dependable deliveries, free from material-shortage head- Always smart-looking, up-to-date . . . yet R. C. Packages 
aches. Four factories to serve you. cost less to produce, to ship. 


e CAN COMPANY 


MAIN OFFICE 9430 Page Blvd., St. Louis 14, Mo. 


and Factory 
Branch Factories: Arlington, Tex.; Rittman, O.; Turner, Mo. 


SALES OFFICES: 
C. E. DOBSON, 1003 Carondelet Bldg., New Orleans 12, La. @ R. C. CAN CO., 225 West 34th St., New York, N.Y. @ L. C. MORRIS CO., 1125 Spring St., N.W. 
Atlanta, Ga. @ S. W. SCOTT, 608 McCall Bidg., Memphis 3, Tenn. @ E. F. DELINE CO., 224 W. Alameda, Denver 9, Colo. @ W. L. BENNETT, 126 S. Third St., 
Minneapolis |, Minn. @ CAN SUPPLY CO., 1006 W. Washington Bivd., Los Angeles 15, Calif. 





ic COFFEE & TEA INDUSTRIES and The Flavor Field 









var FaAHEN OFFICE: (SZ F a ED RY el LAY 
Th rq. BRANCHES: CABO VERDE * S$. TOME + ANGOLA 
at 





JULY, #953 








MM 
oy 


TAILORS BY APPOINTMENT 


TO THE COFFEE TRADE 


As our regular “patrons” in the cof- 
fee trade know, Continental’s entire 
operation is based on the idea of hand- 
tailoring our services to fit individual 
requirements. 

That means that you get the coffee 
cans that are right for your processing 
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CONTINENTAL CAN COMPANY 


Continental Can Building 


100 E. 42nd Street, New York 17, N. Y. 


€ 


EASTERN DIVISION CENTRAL DIVISION PACIFIC DIVISION 
100 E. 42nd St., New York 17 135 So. Lo Salle St., Chicago 3. Russ Building, San Francisco 4 
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and packing methods. You get de- 
liveries scheduled to your needs and 
not our convenience. Research and 
engineering services are available 
in the amount you need — when 
and where you want them. 

Continental would like to work 
for you, too. We promise you our 
best effort from the very first day... 
and constantly improving containers 
and services through the years. 
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PCCA sees year of expansion . 
Report on the convention 
of Pacific Coast industry 


U. S. coffee at all-time high 
PACB Manager Lindsay on 
trends in coffee drinking 


“Electric eye” device grades coffee... 17 
New equipment may spread 
to producing countries 


[he Dannemiller story 
75 years in coffee and tea— 
as seen in one firm’s history 


Tea sales in U.S. growing 
Tea Council report shows 
continued increase here 


Redi-Tea launched in New York 


Ideas that sell iced tea 
Research pins down reasons, 
for Council and packer use 


Simplifying tea package sizes 
Resuming, as a trade forum, 
the ‘Tea Leaves” department 
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Frost cuts first crop Japan tea 


Filling line performance 
Little things make difference 
in packaging gains or losses 


ASTA convention 
A report on the Bedford Springs 
convention of the spice trade 


Flavor men check trends 
FEMA convention checks trends, 
reviews government regulations 
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Crops and countries . 
Ship sailings 

Coffee outlook, movements 
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Tea leaves 
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INFORMATION ON PREMIUMS 


YOURS for the asking 


For information and literature on premium 
items listed below, check those of interest 
to you, tear off this column with coupon, 
and mail in. Coupon has space to list other 
premium items of interest to you. 


Appliances, Electric 
Aprons 
Automobile 
Baby Items 
Bar Accessories 

Blankets, Quilts, Bedspreads 
Brushes 

Chinaware 

Cigarette Lighters 

Cleaning Aids 

Closet Accessories 

Coffee Makers 

Cooking, Baking Accessories 
Cosmetic Accessories 
Cutlery 

Dinnerware, Plastic 

Games 

Garden Accessories 
Glassware 

Home Hardware 

House Furnishings 

Irons, Ironing Aids 

Kitchen Devices, Accessories 
Knives—Pocket, Hunting 
Laundry Aids 

Leather Goods 

Linens, Towels 

Luggage 

Mens Wear, Accessories 
Pens, Pencils 

Picnic Aids 

Plastic Specialties 

Rugs, Mats 

Sewing, Knitting Aids 
Silverware 

Sporting Goods, Accessories 
Table Accessories 

Teapots 

Tools, Kits 

Toys 

Travel Aids 

Utensils, Cooking 

Womens Apparel, Accessories 
Woodenware 


Accessories 
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COFFEE & TEA INDUSTRIES 
106 Water St., New York 5, N. Y. 


Send me information and literature on premium 
items checked above. 


Also, on 


Company 
Address ...... 


By 





At PCCA's 22nd annual convention (from left): Norm Johnson, 
Harvey Brockhage, Douglas (Trade Roast) Wood, Roger Jones, 
Peter Collins, Wilbur Hughes, Ed Johnson, Sr., Eugene Hoelter, 
Morris Buckingham, James De Armond, Harry Thompson, Mario 


Esquivel, Andres Uribe, Walter Granicher, Ellwood Wright. Walter 
Granicher, retiring president, saw coffee going into era of more 
demand, supply. 


PCCA sees era of coffee expansion 


Pebble Beach convention names Peter Folger president, 
hears retiring president Granicher predict increasing consumption, 
expanding supply. Coffee men enjoy sports program. 


By MARK M. HALL, San Francisco Representative 
Coffee & Tea Industries 


The 22nd annual convention of the Pacific Coast Coffee 
Association has passed into history, along with other memo- 
ries over the years of beautiful Del Monte Lodge and Pebble 
Beach. 

The weather was mixed as usual, some days beautifully 
warm, others foggy. But the golfers did not have to play 
in the rain as was the case last year. The crowd may not 
have been a record, but the attendance totaled 159 roasters, 
green men and guests from associated industries. 

The convention was also the PCCA debut for the new 
executive vice president of the National Coffee Association, 
John F. McKiernan. 

Elected officers of PCCA for 1953-1954 were: president, 
Peter Folger, J. A. Folger & Co., San Francisco; executive 
vice-president, Oswald L. Granicher, Ruffner, McDowell & 
Burch, Inc., San Francisco. Named regional vice presidents 
were: for Southern California, William E. Waldschmidt, 
Otis McAllister Coffee Corp., Los Angeles; for Oregon, 
Lee Elliott, Defiance Tea & Coffee Co., Portland; for Wash- 
ington, Royal A. Frew, Wason Bros., Seattle. 

Members of the executive committee include, as directors 
of the roast division, Peter Folger, chairman; Lee Elliott; 
Royal A. Frew; E. F. Hoelter, Hills Bros. Coffee, Inc., San 
Francisco; Stanley A. Gleason, M. J. B. Co., San Francisco; 
E. M. Manning, Jr., Manning's Inc., San Francisco; and C. 
A. Nonenmacher, Jewel Tea Co., Inc., Los Angeles. 

Directors of the green division are Oswald L. Granicher, 
chairman; Weldon H. Emigh, Weldon H. Emigh Co., Inc., 
San Francisco; Waiter O. Granicher, Leon Israel & Bros., 
Inc., San Francisco; E. T. Heathcote, S. F. Pellas Co., San 
Francisco; R. C. Powell, E. A. Johnson & Co., San Fran- 
cisco; W. S. Rathy, Haas Bros., San Francisco; and William 
E. Waldschmidt. 

As usual, Sunday and Monday were occupied by greeting 
old friends, registering and playing golf. The regular meet- 
ing began Tuesday morning, with Walter Granicher, retiring 
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president, handling the gavel. Conforming to tradition, he 
began by reading telegrams from many people, among them 
Weldon Emigh, who was on a vacation in the Hawaiian 
Islands, celebrating his 25th wedding anniversary; Bob 
Powell, on business for his firm in Central America; Dick 
Quinlan, traveling in the same locality; Clarence Levy and 
many others. 

Mr. Granicher expressed appreciation for the hearty sup- 
port by all the committee chairmen and he emphasized the 
benefits of the comradeship and cooperation which the asso- 
ciation develops. He paid tribute to John Beardsley for his 
work in revising the PCCA articles and by-laws. To Harold 
Gavigan he extended acknowledgment of his efforts on the 
problems of coffee shipping and transportation. 

Mr. Granicher also touched on the changes the armed 
services had made in coffee procurement. He felt the asso- 
ciation could be proud of its 12 years of assistance to the 
armed forces. 

The resignation of Mrs. Florence Fossum, executive secre- 
tary, was a matter of great regret to him and to the asso- 
ciation. She had done her work well and had earned the 
respect of coffee men on the Pacific Coast. She is returning 
to Washington to rejoin her husband, M. T. Fossum, of 
the U. S. Department of Agriculture. Miss Margaret Rauchle 
was introduced as Mrs. Fossum’s successor. 

Mr. Granicher believed that the coffee industry was enter- 
ing an era of increased consumption and expanding supply. 
He said he would like to be remembered as the president, 
who served when coffee had reached its historical high. 

Peter Folger said he enjoyed working under Walter 
Granicher, as he had in all the other assignments given him. 
With the cooperation of all members of the association, he 
looked forward to real progress in the trade during the 
coming year. 

C. A. Nonenmacher’s report on activities of the regional 
vice presidents touched on the debate regarding proportional 
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representation for the three regions—Southern California, 
Oregon and Washington. Southern members wanted a 
change. The problem was thoroughly discussed, and it is 
expected the future will bring a solution. Lee Elliott, of 
Portland, suggested a roaster representative on the execu- 
tive committee every other year. 

Jack Wood, of Washington, who was unavoidably absent, 
was represented by Royal Frew. Mr. Frew felt that the 
Northwest, Alaska and British Columbia were well repre- 
sented. He invited the association to have its next meeting 
in the Northwest. 

Andres Uribe, of the National Federation of Coffee Grow- 
ers of Colombia, a familiar figure at these conventions, said 
1953 was an eventful year for him. Not long ago the Fed- 
eration celebrated its 25th anniversary at a party in San 
Francisco, and now he was at Pebble Beach. He said he is 
a great believer in the value of personal contact among 
people of different nationalities, to cement friendship. He 
stressed the effort of the Federation to improve living 
standards of coffee workers, production methods and the 
product itself. 

Eugene G. Laughery, general manager of the Coffee Brew- 
ing Institute, said the Institute was dedicated to the task of 
obtaining and making available the results of scientific re- 
search on the brewing of coffee. It also had as its objective 
the encouragement of coffee drinking as a beverage. The 
Institute was seeking the cooperation of colleges and private 
organizations. It was a long range, painstaking program. 
The Institution is a non-profit organization, he pointed out, 
and its success is up to the coffee industry. 

One of the events of the convention was the introduction 
of John F. McKiernan, NCA executive vice president. Mr. 


McKiernan reviewed the rapid changes in the coffee market 


following decontrol, and the association’s appeal to the gov- 
ernment to obtain coffee for the industry during that period, 
just before controls were removed. 

He felt there was a chance to educate the public on the 
profits of roasters, who have to buy a product grown in a 
foreign country. He said there should be no secrets in our 
relations with foreign countries, or with our own public. 
An effort should be made by the association to publicize the 
fact that coffee is a cheap drink, especially in relation to the 
cost of other food products, he suggested. NCA has co- 
operated in the Point 4 Program to improve producticn and 
technological knowledge in foreign countries, he pointed 
out. While the military has decided to go back to the old 
methods of procurement, the asscciation is still working for 
a revision of this policy, Mr. McKieran declared. 

Horacio Cintra Leite, U. S. Representative of the Bra- 
zilian Coffee Institute said that criticism of coffee prices 
in this country was harmful. Good relations between the 
people of the United States and Latin America were essen- 
tial, and must be built on a sound national economy, he 
declared. Information on both sides should be fully shared. 
Coffee is the United States’ largest import and the greatest 
source of dollars to coffee producing countries. 

Charles G. Lindsay, manager of the Pan American Coffee 
Bureau, outlined the ‘‘coffee break’’ campaign. He told 
about the color advertising of the Bureau and showed how 
the development of the ‘coffee break’’ idea was increasing 
consumption. 

He indicated that studies by the Psychological Corp. had 
produced many interesting facts about coffee consumption. 
It was shown that in 1953 only about 20 per cent of the 
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coffee consumers were paying five cents a cup. Instant 
coffee consumption increased from 7 per cent in 1950 to 
20 per cent in 1953. This increase was because of the 
convenience and ease of preparation. Women drink more 
coffee at breakfast than men, but less during the balance 
of the day. The Northwest drinks 2.94 cups of coffee per 
capita per day, the Northeast 2.43 and the Southern states 
2.19. Drinking at work has increased 19.3 per cent since 
1950. Civilian consumption has increased from 1.4 cups 
per capita per day in 1950 to 2.48 cups in 1953, and most 
of this increase is attributed to between-meals consumpticn. 

The “coffee break” idea has been worth millions to the 
industry, Mr. Lindsay said. In fact, the expression has be- 
come a part of the everyday language of the people. It is 
now being tied to safety on the highways by the Bureau's 
public relations program. 

Joseph C. Hooper, chairman of the Necrology Committee, 
called for a tribute to those members who had died during 
the past year. They were Reginald R. Arkell, Nabob Foods, 
Vancouver; Silvio F. Pellas, S$. F. Pellas Co., San Francisco; 
John N. Shaw, Commercial Importing Co., Seattle; George 
C. Thierbach, Jones Thierbach Co., San Francisco; and Wil- 
liam G. Tucker, retired. 

Bettors on golf must have brought pressure to bear on 
their favorites to stay out of baseball, because opposing sides 
had difficulty getting together their nines. Chairman Beck 
Rowe played, but other members of his committee—Norm 
Johnson, E. W. Pattinson and Vic Cain—were probably 
saving themselves for golf. Those who fought a losing 
battle for the greens were F. Staciviosky, Robert Ruth, 
Douglas Wood, Harvey Brockwage, Beck Rowe, George 
Moran and Norm Montano. On the roasters team were 
Morris Buckingham, Henry Schmidt, J. L. Castleman, Carle- 
ton Cory, Allen Dale, Neil Hopping and Roy Farmer. 

The green men started off with a little spurt and a lead of 
two runs in the second inning. The roasters, however, went 
to town in the third with ten runs and wound up as victors, 
21 to 10. 

Joe Hooper was the only man in the audience who had 
the courage to act as umpire. Vic Howard kept score under 

(Continued on page 63) 


Evidence that some of the recreation at the PCCA convention was 
outdoors. Above ,from left: Norm Montana, Fred Stasiowske, H. K. 
Grady, Lew King, Douglas Wood, Bill Rowe, Jack Schimelpfenig. 
Below: Carl Corey, Roy Farmer, Allen Dale, Neil Hopping and 
Henry Schmidt. 
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BRAZIL AND COLOMBIA 


By the 


AMERICAN COFFEE CORPORATION 


is preferred --because of its 


@ True Characteristics of Mild Coffee 
@ Cultivation in High Altitudes 
@ Preparation by Best Known Methods 


Plus: Expert Care in Final Removal of Defects 


DEPARTMENT OF AGRICULTURE PORT AU PRINCE, HAITI 
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What's happening to coffee consumption in the U. S.? 
Here are some answers—on coffee drinking in the home, 
in restaurants and between meals. 

This article is from the report by Mr. Lindsay to the 
recent convention of the Pacific Coast Coffee Association. 


We started our coffee break campaign in April, 1952 
. the purpose has been to maintain and increase the 
consumption of coffee by raising the level of between-meal 
coffee drinking. 

It is a little unusual for an 
institutional advertiser, and 
that is probably what we 
should term ourselves, to be 
able to trace direct results to 
his advertising, but we are 
able to do that through 
studies of coffee drinking 
prepared for us by Psycho- 
logical Corp. 

We conducted a study in 
January and February, 1953, 
which indicated that actual 
coffee drinking in the United States is now at an all-time 
high. 

In 1945, to go back for a moment, consumption was at 
about two cups per person per day. In 1950, it was 2.31. 
In 1951 it was up to 2.36. This year, it is 2.48. 
Although total imports of coffee in 1952 dropped 
slightly, about 85,000 bags, or less than 0.5 per cent below 
1951, actual civilian disappearance of coffee increased 780,- 
000 bags, or over 4.5 per cent, in 1952. 

Most of this availability came from a reduction in pur- 
chases by the Armed Forces, and most of this increase in 
civilian consumption of coffee came exactly when we wanted 
it, between meals. For example, while total consumption of 
coffee in 1952 was 2.48 cups per person a day, mealtime 
drinking of coffee was 1.93 cups per person per day, or 1.6 
per cent over 1951. But between-meal consumption of 
coffee was .55 cups per person per day, or an increase of 
19.6 per cent. 

In 1951, 82 per cent of all the coffee consumed was in 
the home. In 1953 exactly the same amount, 82 per cent, 
was in the home, but in 1953 there was a slight decrease in 
consumption of coffee in public eating places. Coffee drink- 
ing at work accounted for 17 per cent, against 14 per cent in 
1951, or an increase of 21.4 per cent. At-home consump- 
tion of coffee increased 5.7 per cent, restaurant consumption 
was off nearly 7.0 per cent. 

At what periods of the day did these changes occur? At 
home, mealtime consumption of coffee was up 2.4 per cent, 
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coffee drinking in the U. S. 
is at an all-time high 





By CHARLES G. LINDSAY, Manager 
Pan American Coffee Bureau 


but between meal consumption of coffee was up nearly 26 
per cent, indicating a very substantial increase in the coffee- 
break habit in the home. 

In restaurants and other public eating places, mealtime 
consumption of coffee was off nearly 12.0 per cent, as 
against 1951, but between meal consumption of coffee 
stayed exactly the same. While mealtime consumption of 
coffee at work—coffee served in cafeterias, etc.—remained 
unchanged, between meal consumption of coffee at work 
was up 50 per cent. 

Men still seem to be the heaviest coffee drinkers. Women 
account for 2.39 cups per person per day, men for 2.58 cups 
per person per day. Women have increased their coffee 
drinking by nearly 5.0 per cent, men by nearly 6.0 per cent. 
Between-meai coffee consumption by women was up 19 per 
cent, evidence that women are taking a coffee break at 
home. Mealtime consumption of coffee by men was just 
about static, with an increase of 1.0 per cent, but between 
meals men drank 24.5 per cent more coffee in 1953 than in 
1951—again, tangible evidence of the success of the coffee- 
break program. 

Women are the heaviest coffee drinkers at breakfast, 
which seems reasonable, since they probably have a little 
more time. Men consume more coffee than women during 
the morning, at lunch, in the afternoon, at dinner and in 
the evening. In other words, men—who comprise the bulk 
of the work force—are still the heaviest coffee drinkers. 

The Pacific, Mountain States and Northwest States ap- 
parently have done an admirable job in selling coffee. Your 
consumption here is at the rate of 2.94 cups per person per 
day. 

You had an increase of 14.8 per cent in total coffee 
drinking for 1953 over 1951; your mealtime consumption 
of coffee was up 9.3 per cent, your between-meal consump- 
tion was up 35.8 per cent. Apparently the coffee break is 
a success here. 

There was just a 1.3 per cent increase in total coffee con- 
sumption in the Northwest, bringing the per capita con- 
sumption to 2.4 cups per day. There was a decline of 1.0 
per cent in mealtime consumption of coffee, and an in- 
crease of 10.4 per cent in the between-meal consumption. 

The Southern states drink less coffee than any other section 
of the country, with a per capita rate of 2.19 cups per day. 
Mealtime consumption was off 0.6 per cent, but between- 
meal consumption was up 35.3 per cent. 

For all workers, there was an increase in coffee consump- 
tion in 1953. In 1950, it was at the rate of 0.20 cups per 
person per day, 0.31 in 1951, and in.1953 it was up to 
0.37. Your factory workers average one-half cup per 
person per day at work, no increases in 1953 over 1951. 

(Continued on page 29) 
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Coffees of High Quality are Produced in: 
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It will pay you to use these coffees in your blends 
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The electronic coffee grader in action. Above, left: Coffee feeds 
through the stoner or sieve for elimination of oversized beans or 
extraneous matter. It then passes through twin air separators for 
removal of light weight or broken beans by means of air-lifts. Above, 
right: A battery of 24 "electric-eye" machines, with coffee being 
fed into the units to be scanned electronically. 


Above, left: A close-up of one of the “electric eye" sorting ma- 


chines, showing the ferrule which picks up the individual beans by 
suction and om aes them before the "eye", which rejects imperfect 
beans by color selection. Good beans fall onto a moving belt which 
conveys them to elevators, then to storage bins. The graded coffee 
is automatically weighed and sewed into bags. : 


“electric eye’ device grades green coffee 





Otis McAllister has electronic sorting machines for 
grading coffee—based on the electric eye—installed in the 
foreign trade zone at the port of New Orleans. The de- 
vice has actually been operating since November, 1952. 

Otis McAllister’s E. E. Hood, who is in charge, has had 
much to do with the development and application of the 
electric eye to coffee grading. At present, he is spending 
a considerable portion of his time in New Orleans. 

The electric eye equipment set up by Otis McAllister 
in the foreign trade zone is a complete installation to re- 
ceive, process and deliver direct to freight cars over 200 
bags of clean coffee per day. 

These electronic machines handle washed and unwashed 
coffees which have been hulled but have not been hand- 
picked or sorted. The coffees may come from Mexico, 
Guatemala, Honduras, El Salvador, Costa Rica, Colombia, 
the Dominican Republic, Ecuador, or any other coffee pro- 
ducing country. 

More than 12,000 bags have gone through the electronic 
grading operation at this writing, and results have been 
considered very successful. The process assures a more 
uniform out-turn and a more than favorable comparison 
with the usual methods of preparation in countries of 
origin. 

Otis McAllister is equipped to receive the coffee from 
the ship, place it in bond in the free trade zone. The 
coffee is conveyed to bins, and from there it is moved 
in a continuous flow to a stoner. Then the coffee flows 
past a magnet to remove any metal fragments. It also 
falls through two twin air separators, for elimination of 
light and broken beans, and a good percentage of the black 
beans. 

Then the actual electronic grading or sorting takes 
place. Each bean is examined individually as it passes an 
electric eye. When a discolored or off-colored bean comes 
along, the electric eye activates a rejection mechanism and 
the bad bean is pushed to one side. The good beans fall 
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on a moving belt which conveys them to elevators, then to 
storage bins. 

From these storage bins, the graded coffee travels to 
an automatic scale and weighed into green coffee bags. 

After the bags are filled, they are immediately sewn on 
an electric sewing machine. The finished bags are placed 
on pallets and moved to freight cars or to a storage area 
to await shipment. 

This installation of electronic coffee sorting is said 
to be the first of its kind in the United States. It is 
possible that at a later date similar installations may be 
made in producing countries, as considerable labor savings 
are effected by the method and a higher degree of sorting 
is possible. 

Contributing to the success of an operation of this kind 
is the existence of the foreign trade zone. This zone al- 
lows the coffee to be sorted, graded and bagged with all 
the advantages of operations in the country of origin, 
while at the same time the work is close to the technical 
assistance needed for such an installation. 

Naturally questions will arise concerning tangible re- 
sults from the installation. It is reported to be successful 
in turning out a uniform coffee without foreign matter of 
any kind, since all stones, sticks, broken beans and trash 
are removed. The roaster using this coffee obtains a 100 
per cent useful product, always uniform, it was pointed 
out. 


Colombian coffee for UNICEF 


Colombian green coffee stocks worth over $25,000 has 
been contributed to the United Nations Children’s Emer- 
gency Fund (UNICEF) by the Colombian Government, ac- 
cording to a United Nations report. 

The coffee will be sold to help in the work being done 
by the UNICEF. 

A similar gift to the UN group made two years ago 
brought $16,752 on the New York market. 
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Advances by coffee, tea industries as a whole 
are mirrored in the history of this dynamic 


private label packing firm — now in 75th year. 





The two Dannemiller Coffee Co. 
plants. Lower right: The home piant 
in Brooklyn, N. Y. Upper left: The 
Rochester, N. Y., factory. Both 
plants have ample shipping facilities, 
including railroad sidings. 


the Dannemiller story 





Three-quarters of a century is a big slice of time— 
especially the 75 years just behind us. A lot of history 
was packed into this span, probably more than into any 
similar period. 

The 75 years wrote crucial history in coffee, too. Mar- 
kets expanded enormously; supplies kept pace, sometimes 
ahead, sometimes behind. New techniques transformed 
the grocery industry, and coffee was part of the change. 
Coffee processing equipment came of age. 

These developments are visible when you stand off and 
look at the industry as a whole. They are even clearer 
when you trace the advances in the history of a single com- 
pany. 

Look, for example, at the Dannemiller story. 

This year the Dannemiller family is marking its 75th 
anniversary in the coffee business. What kind of years 
were they? Full of changes—in machinery and _tech- 
marketing and merchandising, in overall 
growth, even in geography. 


niques, in 


In this three-quarters of a century the big change for 
the coffee industry as a whole was the shift from bulk 
selling to packages. 

Dannemiller was part of this evolution—but with a 
difference. The company blends and packs coffee and 
tea into brands sold not by itself but by its customers— 
grocer wholesalers, supermarket groups and independent 
chains east of the Mississippi. 

The origin of the company goes back to 1878 and Can- 
ton, Ohio, where Benedict Dannemiller founded B. Danne- 
miller & Sons, wholesale grocers. Soon after, one of 
Benedict's four sons, Edward, started the coffee depart- 
ment. In 1895, with Edward as one of the partners, 
Dannemillers & Co. was organized to operate the coffee 
department. 

Five years later Edward moved the company to a lo- 
cation on the Brooklyn, N. Y., waterfront, at 116 Thirty- 
ninth St. 

In 1904 the present corporation, the Dannemiller Coffee 





In the New York plant of the Dannemiller Coffee Co. Left: Roast- 


cans shown on the line are labelled before going into shipping cases. 
Lithographed cans are vacuumed, sealed the same way. Right: Con- 
solidated Packaging Machinery Corp. high speed units for ground- 
coffee bags turn out modern, automatically sealed packages. 
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ing foreman Henry Blessing supervises a discharge of roasted coffee 
from one of a battery of ten Jabez Burns Thermalo roasters. Center: 
American Can Co. vacuum machines process these coffee cans. Stock 
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Co., was formed, with Edward as president and his son, 
Albert J., as sales manager. 

The choice of the Brooklyn location turned out to be a 
rare foresight. The area was handy to incoming ocean 
freight shipments of raw materials, and to rail and truck 
facilities for dispatching finished products. Other manage- 
ment saw the advantages, and in later years the huge Bush 
Terminal mushroomed into existence around the Danne- 
miller plant. 

The plant in the early days was even closer to the water- 
front than today. Where trucks now rumble down 
Thirty-ninth Street, in front of the building, ferryboats 
then slid toward a dock, terminus of a Manhattan-Brook- 
lyn run. 

Some of the Dannemiller personnel, who made the 
ferry run traveling to and from Front Street, probably felt 
more like sailors, sometimes, than coffee men. 

For some years the company maintained green coffee 
offices on Front Street, but this is now handled in a cen- 
tralized set-up at the Brooklyn headquarters. 

In the early days the coffee equipment at the plant was 
driven by steam engines. Roasting was done by coal-fired 
machines. The original coal roasters were supplanted by 
“modern” coal-fired units which carried the load until 
about 1920. Then gas-fired Jubilees made by Jabez Burns 
& Sons, Inc., were installed, and for a while the gas and 
coal units were operated side by side. 

Today the roasting is done by the most modern equip- 
ment of its kind—Burns Smokeless Thermalos, which were 
installed only last year. 

Back in 1914, the Dannemiller organization worked 
out one of the first roller mills used for coffee. A roller 
mill made for the flour industry was converted to the 
grinding of coffee. 

Now the company has batteries of highly efficient and 
flexible grinders. The units include B. F. Gump Co. Gran- 
ulizers—888's and 777’s—and Jabez Burns No. 12 Plate 
Mills. 

When packaged bean coffee came into the picture, 
Dannemiller used the most advanced bag-making tech- 
niques of the period. A lot of time and even more know- 
how lies between what was modern technique then, and 
now. 

On an upper floor of the plant, girls made the bags by 
hand, with wooden molds, out of plain square sheets of 
yellow manila paper. The cost? Ten cents a hundred! 

Finished bags were placed in a burlap chute, down 
which they slid to the packing floor below. On the pack- 
ing floor the beans were measured out into the bags by 
semi-automatic machines. 

The hand-made on-the-scene bags disappeared with the 
development of pre-manufactured bags produced by com- 
panies specializing in that work. 

Evolution was drastic in other types of containers, too. 
Dannemiller followed the development of the can through 
all its stages, up through to the present vacuum containers. 

Today, because of the nature of its business, Danne- 
miller has developed an extraordinary range in containers 
for coffee and tea, taking into account varied customer 
volume and product distinctions. 

In cans, for example, Dannemiller has on tap three 
stock design containers on which the grind designations 
have been lithographed. Labels identifying various pri- 
vate label brands are then attached to these cans. This 
makes it possible to stock only one label for each cus- 
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“They have been years of development — in 
machinery and techniques, in marketing and 
merchandising, in overall company growth.” 





This is Dannemiller's smoothly working top team. From left: Vice 
President H. W. (Chester) Chia Executive Vice President Ed- 
ward |. Dannemiller; President Albert J. Dannemiller; Vice President 
Robert B. Sasseen; Treasurer Thomas E. Greenwood; Secretary Ed- 
~—— F. Dannemiller. Fourth Dannemiller generation is already in 
the firm. 





Latest Benco bag machines, made by the B. C. Betner Co., Devon, 
Pa., a division of the Continental Can Co., produce automatically 
— and coded bags of bean coffee. Shipping bags are also 
coded. 





Package teas in two sizes running through to the casing machines. 
Tea has become an important part of the Dannemiller operations. 
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“GEALTITE a ent 


attractive Sift-Proof Bag Package 


The Dannemiller Coffee Company relies on two SEALTITE lines to 
close their (one to three pound) bags. The first installation showed such savings 
and was so satisfactory that a second line was installed a short time after the first 
went into operation. 

SEALTITE settles, shapes and seals any standard gusseted paper bag at speeds 
ranging from 30 to 50 per minute. The SEALTITE package is square, it 
and sift-proof. It stacks like a carton. Any product usually packed in a paper bag 
can be put in a SEALTITE package. 

Users report packaging costs reduced as much as $500 per month for each 
SEALTITE machine installed. Write for prices and delivery. 


CONSOLIDATED PACKAGING MACHINERY 
» BUFFALO 13, N.Y. 
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tomer, although three grinds are involved. Carload buyers 
are, of course, supplied with a completely lithographed can 
for their private label. 

Coffee bags are made available in custom designs, or 
in stock designs with room for brand imprints. 


In tea cartons, where the problem is more complicated | 
because of varieties of weights in loose tea and different | 


counts in tea bags, Dannemiller takes the situation in 
stride. Stock boxes are available in the various weights 
and counts for smaller operations; custom-designed car- 
tons are supplied to larger users. 

To pack coffee and tea for such assorted needs requires 


a rare degree of management know-how and a consider- | 


able investment in modern, efficient equipment. 

Coffee cans are filled by a six-head coffee scale made by 
the Consolidated Packaging Machinery Corp. Dannemiller 
also uses G. E. Scott net weighers made by the U. S. Auto- 
matic Box Co. Vacuum machines for both the one and the 
three pound cans are supplied by the American Can Co. 


Automatically sealed bags 


Bag coffee is handled on any of a number of machines, | 


depending on quantity and other factors. Consolidated 
Packaging’s high speed Sealtite units turn out automatically 
sealed bags at a fast clip. 

Some of the bag coffee goes through Benco units, manu- 
factured by the Betner Division of the Continental Can Co. 


In this operation the bags are automatically tin-tied and | 


coded. 


Other bags are heat-sealed on machines made by the | 


George Fry Co. 

Tea is packaged by Pneumatic Scale Co. units. Sealing 
of the cartons is done on Container Equipment Corp. ma- 
chines. 

The shipping cases, which are coded, are secured with 
semi-automatic staplers made by the Bostitch Machine Co. 


and with electric bottom staplers developed by Diagraph- | 


Bradley Industries, Inc. 
Plant expansion, for Dannemiller, has taken two forms. 


In the Brooklyn building, expansion was achieved by the | 
introduction of modern equipment, able to produce a far | 


greater volume within the same area. 


It also took the form of a new plant. On January Ist, 
1949, Dannemiller opened its new factory in Rochester, | 
N. Y. Heading up the operations there is Sidney Maves, | 


plant manager. 
Merchandising changes 

The changes down through the years in merchandising 
have been no less drastic than the advances in production. 

In the early days Dannemiller did virtually no private 
label work. The company packed Cordova Coffee, its own 
brand, which competed with Arbuckle’s famous Ariosa. 
These were two of the first well-known package brands. 

Dannemiller shipped to wholesalers in the central, eastern 
and southern states. Prices and pricing practices were also 
different then. At one time Dannemiller sold on an eight- 
nine-ten basis—eight cents to the wholesaler, who sold at 
nine cents to retailers, who charged ten cents to the final 
consumer. 

Today virtually all of Dannemiller’s coffee and tea opera- 
tions are private label. What shaped this swing by the 
company was one of the most significant devélopments in 
American grocery retailing—the growth, starting about 25 
years ago, of the “‘voluntaries."" These were the groups of 

(Continued on page 38) 


SUEY, ESS3 





DANNEMILLER COFFEE CO. 
Uses the Young Conqueror 









Ac Bottom Stitcher 


® 
YOU TOO can 
Save up to 41% 
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YOUNG WIRE STITCHER DIV. 


Herrin, Dept. J Illinois 
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President’s brother meets 
with Aborn, McKiernan 
before trip to South America 


Dr. Milton Eisenhower, brother of the president, is on 
a trip to South America as a special emissary for the chief 
executive. 

Before he left, Dr. Eisenhower met at Pennsylvania State 
College, of which he is president, with National Coffee 
Association leaders Edward Aborn and John McKiernan. 

Mr. Aborn, NCA president, and Mr. McKiernan, execu- 
tive vice president, found Dr, Eisenhower intensely in- 
terested in the subject of coffee and keenly aware of its 
importance to South America. 

The purpose of the trip, Dr. Eisenhower told the coffee 
leaders, goes beyond the maintenance of the “Good 
Neighbor Policy’. 

He would like to see our relationships with Latin 
America progress much further along lines of economic co- 
operation and strengthening of present international friend- 
ship. 

The New York Times called Dr. Eisenhower's mission 
“much the most important move yet made by the new ad- 
ministration in the field of inter-American affairs.” 


NCA names Joseph Drury, Jr. 


director of public relations 

The National Coffee Association has named a public re- 
lations director who will work as a staff member out of the 
organization's headquarters at 120 Wall Street, New York 
City. 
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He is Joseph F. Drury, Jr., who brings to the post a 
wide and practical background in public relations. 

Before joining NCA, he was for four and a half years 
assistant to the public relations director of Hearst Maga- 
zines. Previously he was district publicity manager for 
United Air Lines and a staff member of the United Press 
Association. 

Mr. Drury will work closely with NCA’s Publications 
Committee, headed by Jerome S$. Neuman, 

Prior to Mr. Drury’s appointment, the Ruth Lundgren 
Co. had served as public relations counsel to NCA. 


NCA open to nominations 


for officers, directors 

An election for president, vice-president, treasurer and 
nine directors will be held at the annual National Coffee 
Association convention at the Boca Raton Club, Boca Raton, 
Florida, November 16th-19th, 1953, Earl B. Ackerman, 
chairman of the nominating committee, reminded NCA 
members recently. 

The constitution of the association—section six of the by- 
laws—provides that any member may propose a condidate 
by submitting the name in writing to the chairman of the 
nominating committee at the affices of the association, Mr. 
Ackerman pointed out. 

Every possible consideration will be given to all sugges- 
tions received, he declared. 


Coffee dispensing firm incorporates 

A charter of incorporation has been granted to Island 
Coffee Service, Inc., Maspeth, L. 1., N. Y. 

The firm is listed as handling automatic coffee dispensers. 
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Solubles Your Most Practical Approach to 


Nescafe bursts, “better S 0 LU B LE C 0 F F E E 


orale production is thru your 


to launch pure soluble | 
“New Nescafe 100% Pure Instant Coffee Is First to | BOWEN REPRESENTATIVE 


Guarantee You'll Get Better Flavor Than with Ground | 
Coffee!” @ Many of the leading brands of high 

With this sweeping claim, the Nestle Co., Inc., White | quality soluble coffee are produced on 
Plains, N. Y. launched its new soluble. Full page news- | Rowen Sony Gryarn, Vou ton may oo 
paper ads across the country were used for the introductory lect equipment to mest the phystent 
burst, it was reported. 

Some members of the coffee trade, indignant at the cdaim | 
that the new Nescafe has a better flavor than any ground | 
coffee, are said to have written to Nestle. 

Representations to the Federal Trade Commission were | 
also reported to be under consideration. 

The first ads appeared at the end of May. They were 
repeated in a slightly smaller size about four weeks later. 

“So coffee-rich, we guarantee you better flavor in your | 
cup than with ground coffee—or your money back!’ the | 
copy reads. 

“Here at last, so much pure coffee goodness packed into 
every tiny gem, that cup after cup you actually get better 
flavor with new Nescafe than with any ground coffee!” 

Nestle is said to claim that the new Nescafe has the 
most heavily concentrated advertising support in the brand’s 
history behind it. 

Included in the campaign are weekly sponsorship of the 
Jackie Gleason show Saturdays on CBS-TV; a heavy schedule 
of full-page, four-color, and other large two-color and 
black-and-white ads; participation in the CBS radio shows 
“Meet Millie’’ “FBI in Peace and War,” and “Mr. Keen, 
Tracer of Lost Persons’’ Wednesday, Thursday and Fri- 
day evenings. 

Part of the sledgehammer campaign for the new Nescafe 
is the statement: “Save up to 25 cents a pound over ground 
coffee by drinking Nescafe Instant Coffee!” 













requirements you desire for your 
product—bulk density, particle size, 
ready solubility cnd integrity of flavor. 





Spray Dryers for soluble coffee pro- 
duction operate automatically to 
produce 2 to 12 tons of powder daily. 





Bowen engineered Spray Dryers meet cost 


Instant coffee users up 50% : ees 
production limitations of the smaller com- 


among Mid-America farmers pany as well as the larger producer. 

Within a three year period there has been an increase of Bowen design principles can often be ap- 
nearly 50 per cent in the number of Mid-America farm plied to existing coffee spray dryers to im- 
families serving instant coffee. prove the quality of the product 

This is reported by Capper’s Farmer on the basis of a : 
check of its subscribers. The knowledge based on broad production 

Here are the figures: experience can be applied to your problem. 

27 per cent of the subscribers serve instant coffee. A conference does not obligate you in any way. 


54 persons drink instant coffee in each 100 families. 
46 per cent of the subscribers serving instant coffee serve 
it at least once a day. 


Instant Chase & Sanborn offers 20¢ off | BOWEN SPRAY DRYERS 
The battle of the soluble coffee giants is shaping up. | 


Instant Chase & Sanborn 100% Real Coffee is being | 
featured by Standard Brands in a 20-cents off deal on large, | Always Offer Vou More! 
e 

| 

| 


WRITE FOR INTERESTING BOOKLET— 
“The Bowen Story of Spray Drying” 





special label jars. 
Now! Enjoy the ‘instant’ that really is real coffee!” is BOWEN ENGINEERING, INC. 
NORTH BRANCH 5, NEW JERSEY 


the headline on the newspaper advertisment promoting 
the offer. | Recognized Leader in Spray Dryer Engineering Since 1926 
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On the menu 


developments among public feeding outlets 


Good iced coffee, with promotion, 
builds solid restaurant profits, 
Aborn tells NRA convention 


Wherever a restaurant operator serves good iced coffee, 
and gets behind it with serious promotion, receipts benefit 
tremendously. 

This fact was placed before several thousand restaurant 
operators at the Chicago convention of the National Res- 
taurant Association by Edward Aborn, president of the Na- 
tional Coffee Association. 

“As a member of NCA’s Brewing Committee,” Aborn 
said, “I would ask you what you are doing about iced coffee 
sales. Some of you will no doubt ask what iced coffee sales? 
for iced coffee has not been a notable best seller in the field 
of beverages. But with the summer's slump ahead, every 
restaurant operator will be interested in the following facts: 

“In 1948 your industry and mine jointly sponsored one of 
the most extensive surveys ever undertaken on the subject 
of coffee in public eating places. Among other things un- 
covered by the study was a strange paradox in the iced 
coffee picture. Most restaurants had little faith in iced 
coffee as a profitable hot-weather beverage.” 

Almost without execption, however, it was found that 
wherever an operator served GOOD iced coffee, and got 
behind it with serious promotion, receipts were tremend- 


ously benefited. 





“I can be even more specific. In downtown New York 
City, a distinguished member of your association sells great 
quantities of coffee. And by featuring iced coffee, they 
sell as much coffee in the summer as in the winter. 

“A single New York drugstore, part of a large chain, 
and a drugstore that probaby sells more coffee than any other 
in Manhattan, also gives special promotion to their iced 
service; and their summer gross on coffee is even greater 
than that in winter. 

“In the past ten years iced coffee sales in restaurants 
have gained considerably, especially in the East. Yet the 
field is still so relatively unexploited that there is little com- 
petition for the restaurant that wants to enter it. 

“As far as winning the customer over is concerned, iced 
coffee has an unusual advantage. Here is the old familiar 
flavor, the unique ‘coffee’ flavor, and it offers the same 
quick pick-up as of hot coffee. The difference between the 
two drinks is not one of character, but merely temperature.” 


NCA Hotel, Restaurant Committee 


confers on Brewing Institute projects 


Projects of the Coffee Brewing Institute relating to the 
institutional market were discussed recently by top men in 
this field. 

Members of the National Coffee Association’s Hotel and 
Restaurant Committee met with Eugene Laughery, general 
manager of the Coffee Brewing Institute. 

Present were NCA President Aborn, committee chairman 
Philip I. Eisenmenger, W. Wirt Wickes, Clarence Irish, 
J. S. Garvett, NCA Executive Vice President John McKier- 
nan and Mr. Laughery 
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"Just having a coffee break." 


When were your trade-marks 
registered? Check dates 
to avoid cancellation 


Check the registration dates of your trade-mark to make 
sure the trade-marks won't be cancelled by the Commis- 
sioner of Patents. 

Starting this July Sth, a new precedure in trade-mark 
registrations came into operation. 

Under the Lanham Act, the Commissioner of Patents is 
required to cancel registrations obtained under the act un- 
less some time between the fifth and sixth years after the 
date of the registrations an affidavit is filed “showing that 
said mark is still in use or showing that its non-use is due 
to special circumstances which excuse such non-use and is 
not due to any intention to abandon the mark.” 

Registration of trade-marks under the Lanham Act be- 
gan July Sth, 1947. The time to file affidavits therefore be- 
gan to run out July 4th. 

Did the U. S. Patent Office issue to your company in 1947 
or 1948 a registration certificate for any of your trade-marks 
under that Act—the Trade-Mark Act of 1946? 

Or did it issue to your company in those years a notice of 
republication advising that any of your trade-marks pre- 
viously registered under the Acts of 1905 or 1881 were 
republished at your request under the Lanham Act? 

If so, better get busy on the affidavit without delay. 

For example, on trade-marks registered or republished on 
July 31st, 1947, the affidavits must be filed before July 30th, 
1953. On Marks dated January 10th, 1948, the affidavits 
must be filed before January 9th, 1954. 
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BYRNE, DELAY & CO. 


104 FRONT ST., NEW YORK 5, N. Y. 
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Cottee 


Agents for Reliable Shippers 


in Producing Countries 


Specializing in: 
BRAZILS 
COLOMBIANS 
VENEZUELANS 
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HLL. C. BENDIKS, INC. 


NEW ORLEANS 
225 Magazine St. 


NEW YORK 
96 Front St. 


IMPORTERS - JOBBERS 


COFFEE - TEA 


N. V. KOFFIE HANDELMY 
MATAGALPA 


P. 0. Box 631 
AMSTERDAM, C, HOLLAND 











Crops and countries 





coffee from producing areas 


Brazil’s new Finance 
Minister says coffee won't 
be allowed on free exchange 


The cruzerio rate was a focal point for attention in both 
the Americas as Brazil went through a cabinet crisis. 

Six cabinet ministers resigned, the second of them Hor- 
acio Lafer, in charge of finance, a staunch advocate of a 
firm coffee cruzerio. 

Expectations of a change in the coffee rate dimmed when 
Oswaldo Aranha was named successor to Mr. Lafer. At 
a meeting of the rural associations of the state of Sao Paulo, 
Mr. Aranha declared that coffee would not be allowed on 
the free exchange market. He emphasized that the govern- 
ment has no intention of devaluing the cruzeriro. 

These rural associations had petitioned the government 
to modify the exchange policy. 

A flurry hit the coffee markets when a lower court judge 
in Brazil ruled that coffee could be sold at the free rate of 
exchange. The president of the Appeals Court promptly 
suspended the ruling. The minister of finance also declared 
that the lower court judge was out of bounds in making 
such a ruling. 


news 


Continue same shipping rules, 
Brazilian coffee meeting votes 
The Instituto Brasilerio do Cafe should continue for the 


1953-54 coffee crop the same shipping regulations used for 
the 1952-53 crop. 

This was voted at a meeting of representatives of all 
coffee states in Brazil, held in Rio de Janeiro, it is re- 
ported by Octavio Veiga, Santos correspondent of COFFEE & 
TEA INDUSTRIES. 

The only vote against the resolution came from the Rio 
coffee trade. 


IBC puts new Brazil crop 
for export at 16,939,000 bags 


Brazil's exportable coffee crop, starting July 1st, will be 
16,939,000 bags. 

This estimate came last month from the Instituto Brasil- 
eiro do Cafe. 

By states the estimate was as follows: Sao Paulo, 6,- 
667,000 bags; Parana, 3,773,000; Minas Geraes, 3,680,000; 
Rio, 415,000; Espirito Santo, 2,086,000; Goyas 107,000 
Pernambunco, 70,000; Bahia 100,000; and Matto Grasso, 
5,000. 


Mexico now third biggest coffee producer 


The head of the National Coffee Commission of Mexico 
states that Mexico this year will become the world’s third 
ranking coffee producer. It has ranked fifth. 

Juan Rebolledo Clement estimated that the 1952-53 crop 
will total 1,595,450 bags of coffee (at 60 kilos a bag). 

By far the larger portion of this will be exported, he 
said. Already the nation has exported 1,014,826 bags this 
year, he added. 





-- better than an alarm clock! 


Let the é 
World’s Most Enticing 


Aroma Go To Work For You! 
INSTALL A 


GRINDMASTER 


AND SELL AROMATIC STORE GROUND 
COFFEE IN INEXPENSIVE PAPER BAGS 


See Your Coffee Supplier 
or Write American Duplex Co 
815-17 West Market St., Louisville 2, Ky 
giving his name — a 
_i =e 





Point of Purchase illuminated display 


Anyone can operate the GRINDMASTER 
concentrates sales on one brand, 


— Everyone likes to grind their own. 
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Mr. Rebolledo Clement estimated that coffee exports will 
bring Mexico about 614,000,000 pesos ($75,000,000). 

Brazil and Colombia still will top Mexico as a coffee pro- 
ducer, the official said, but this nation is expected to out- 
produce both El Salvador and Guatemala, which in the 
past ranked third and fourth. 


Film explains futures markets; 


available for association showings 


Coffee groups will be interested in a new movie, released 
by Merrill Lynch, Pierce, Fenner and Beane, nationwide in- 
vestment firm. Entitled ‘Marketplace, U. S. A.”, the 30- 
minute film explains just what commodity future markets 
are and how they serve the nation. 

Although the film is told in terms of a grain elevator 
operation, the basic ideas presented apply equally to coffee. 

Demonstrating the importance of futures markets and 
their economic function, the film points out how consumers 
are able to get lower prices, producers more for their crops, 
and manufacturerers and processors can insure against price 
risks through “hedging” on futures exchanges. 

Showings will be arranged through all of the brokerage 
firm's 111 offices. The film will also be made available 
for showings through public service television programs. 


Otis, McAllister acquires National Paper 


Control of the National Paper and Type Co. has been 
acquired by Otis, McAllister, one of the country’s largest 
coffee importers. J. B. Sprague Johnson, chairman of Otis, 
McAllister, disclosed that his company had purchased 105,- 
000 common shares, or 8214 per cent, of the outstanding 
common stock of National Paper and Type. 

With consolidation of the top control of both companies, 
the combined organization will be one of the largest import- 
export business in the Western hemisphere, Mr. Johnson 
declared. National Paper and Type, an exporter of graphic 
arts industry products to Latin-American markets, will con- 
tinue to operate as an independent unit. 

“Operation of these two corporations by a single group,” 
Mr. Johnson added, “will make available to each the mer- 
chandising experience, technical know-how and good-will in 
Latin America of both companies with aggressive manage- 
ment direction.” 

The Otis McAllister organization was founded in 1892 
while National Paper and Type was formed in 1900. 


Coffee, tea newspaper advertising up in 1953 

Consider this item a P. S. to the article, “Trends in 
Coffee and Tea Advertising’, on Page 10 of the May, 1953, 
issue of this publication. 

Coffee and tea advertising in newspapers in 1953 amounted 
to $10,346,000, according to the ANPA Bureau of Adver- 
tising. 

This sum is an increase of 5.8 per cent over the total of 
$9,776,000 reported for 1952. 


J. M. Dickinson heads Fleetwood 


Coffee’s Atlantic division 
J. M. Dickinson has been named district manager for 
the Fleetwood Coffee Co.’s Atlantic division, a new position. 
He was formerly active in Tennessee. 
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CONVENIENCE 


and 


ECONOMY 
fostered SOLUBLES 


FLAVOR ACCEPTABILITY 
keeps them growing 


MORE of your regular coffee customers 
are turning to Solubles 


HOLD them to your brand with high-grade 
powder made and packed for you by 


THE HARRISON CO. 


Coffee Processors 


601 West 26th St., New York I, N. Y. 
Phone: Algonquin 5-3914 








GABRIEL DE PAULA S/A 


Comissaria e Exportadora 





Quality Coffee Exporters 


SANTOS - RIO DE JANEIRO - PARANAGUA 
BRAZIL 


Serving the Coffee Trade since 1927 


FAIRCHILD & BOLTE, 91 Front Street, New York 5, N. Y. 
WELDON H. EMIGH CO., INC., 150 California St., San Francisco, Calif, 


FELIX J. VACCARO, 305 Magazine St., New Orleans, La. 








William Gibson Burns, chairman 
of Jabez Burns board, dead at 76 


William Gibson Burns, chairman of the Board of Jabez 
Burns & Sons, Inc., New York City, manufacturers of food 
processing machinery, died recently at the age of 76. 

A grandson of the corporation’s founder, Jabez Burns, 
and son of the Jabez Burns who was active in the company 
for many years, he joined the company in 19900 shortly after 
his graduation from Columbia University. He served suc- 
cessively in the engineering and sales departments and as 
secretary, general manager and president before becoming 
chairman of the board in 1944. He retired from active 
participation in the company’s operations last year. 

From 1927 to 1944, during his tenure as president, the 
Burns organization made some of its most important strides. 
This period saw the development of such equipment as the 
Thermalo batch and continuous roasters, the Stirflex Cooler, 
the Recirculating Cleaner and the Keenan Collector. Also, 
Jabez Burns & Sons serviced the peanut butter industry 
during these years, its great period of growth. 

During his association with the company, the business 
moved in 1908 from 542 Greenwich Street to its present 
location. In 1917 he was active in conceiving and supervising 
the erection of an additional wing which doubled the com- 
pany’s plant size and producing capacity. 

He was a director of the corporation from the time of its 
incorporation in 1907 until his death. He became secretary 
of the company in 1909, general manager in 1916, president 
in 1927, and chairman of the board in 1944. 

He is survived by a brother, Kenneth Burns, a vice presi- 
dent of the corporation; another brother, Dawson J. Burns, 


president of the Wheeler Insulated Wire Co.; his wife, 
Mrs. Sara Gaston Burns, and his mother, Mrs, Jabez Burns. 

Mr. Burns was one of the founders and a life member 
of the Lake Placid Club. He was also a member of the 
Columbia University Club, the Farmington Country Club in 
Charlottesville, Va., and a former member of the Siwanoy 
Country Club of Westchester. 


Brazil charges 100,000 bag coffee 
resale scheme to U. S. via Argentina 


A coffee resale scheme said to have cost Brazil millions 
of dollars in foreign exchange earnings in the past few 
months has been charged by government sources. 

The operation was discovered when the Urguayan repre- 
sentative of the Bank of Brazil spotted a cargo of Brazillian 
coffee being discharged from a foreign ship in Montevideo 
and reloaded in a ship bound for the United States. 

Investigations revealed that the coffee was shipped from 
Santos, supposedly for delivery in Argentina. 

It is believed the consignments were made out to Argen- 
tina with the aid of forged Argentinue import licenses, 
which enabled the operators to buy Brazillian goods at a 
preferential dollar rate and make big profits. 

The investigations showed that altogether 100,000 bags 
of coffee had been diverted by this method. 

Any export operations of this nature was carried on out- 
side the clearing system provided by the Argentine-Brazillian 
trade agreement, without any intervention by authorized 
banks in the Argentine Republic, Argentine officials stated. 
Nor has any currency exchange originating from such trans- 
action been credited to Argentine accounts, they added. 





eign trade connections. 





Sap by life financing 


Through its worldwide credit facilities, Bank of 
America helps the coffee grower and the shipper in 
foreign countries ...the importer in the United 
States ...the coffee roaster...even the grocer, the 
man who sells coffee over the counter. As the 
world’s largest bank, Bank of America is always 
ready to help you improve your domestic or for- 


International Banking Departments in San Francisco and Los Angeles 
Bank of America (International) 40 Wall St., New York 


Bank of America 
NATIONAL fRUST 32 ASSOCIATION 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 
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coffee drinking in the U. S. 


is at an all-time high 
(Continued from page 15) 





Office workers in 1950 drank only 0.20 cups per person | 


per day, 0.24 cups per person in 1951, but in 1953 0.32 
cups per day, or an increase of 33.3 per cent over 1951. 
Store workers also drank more coffee—or enjoyed more 


coffee breaks this year than in the past—and showed an | 


increase of 27.8 per cent in 1953 over 1951, and a very 
marked increase, of course, over 1950. 

Outdoor workers, to whom coffee is more generally avail- 
able, accounted for 0.21 cups per person per day in 1953, 


the same as in 1951, hence no increase. The biggest gains | 


were scored by office and store workers. 

Teenagers are drinking slightly less coffee currently than 
they did two years ago. In 1953 it was only 1.2 cups per 
person per day in the under 20 age group, while in 1951 
it was 1.3 cups. 

Then from the 20 to 24 age group on, the increase is 
more notable and there again I think that the cause was 
that the bulk of the working population had more frequent 
coffee breaks. Coffee consumption reaches a peak in the 
40 to 49 year age group of 3.33 cups per person per day. 
People 60 years and over are drinking 2.46 cups per person 
per day. 

Now as to coffee prices in restaurants and public eating 
places: In 1950 about 55 per cent of the coffee sold was 
five cents a cup, about 10 per cent was priced from six to 
nine cents a cup, and roughly 32 per cent was ten cents 
per cup. 

By 1952 the nickel cup of coffee was down to about 32 
per cent, six to nine cent coffee had increased to about 12 
per cent, and the ten cent cup of coffee was up to about 
50 per cent. The over ten cent cup was roughly 6 per 
cent. 


28 per cent cf the total, the six to nine cent cup to about 


14 per cent, the ten cent cup of coffee accounted for about | 


56 per cent, and the over ten cent cup for about 2 per cent 


That ten cent cup of coffee is accounted for primarily by | 
coffee sold at the place of work, where caterers bring in | 


and serve coffee in offices and sell it directly to the employee 


What is instant coffee doing? What proportion of the | 
market does instant coffee hold? I don’t think we can | 


answer in quite those terms, but we were able to measure 
the amount of instant coffee that is drunk in relation to 
regular coffee. 

In the summer of 1952 we made a study which indicated 
that just about a little over 7 per cent of the total coffee con- 
sumption at that time was instant coffee. This winter 0.25 
cups per person per day, or about 10 per cent of the total 
consumption, was instant coffee. 


I have heard a variety of opinions expressed as to | 
whether or not instant coffee is supplementing or sup- | 
planting real coffee. I think the following gives a clue to | 


what is happening: 


Breakfast is the time that accounts for the heaviest drink- | 


ing of instant coffee in volume, and 0.11 cups per person 
per day of the breakfast coffee was instant coffee. This is 
11.3 per cent of the breakfast coffee. 
During the morning, one of the heavy coffee-break 
(Continued on page 63) 
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An Old Fashioned Cereal 


That’s Good! 


Distributors who package 
or specialize in health foods 
will find 

MULLER’S CERO 


makes an agreeable and 
wholesome beverage with a 
mild, nutty flavor character- 
istic of plump, roasted, gold- 
en grain. It’s good to drink, 
easy to digest and very 
inexpensive. Write for 
samples. 


E. B. MULLER & 


Branches 





By 1953 the nickel cup of coffee had gone down to about | 





S. A. SCHONBRUNN & CO., INC, 


77 Water Street, New York, N. Y. 





New York City 
New Orieans, La. 


PORT HURON, MICHIGAN 




















| FAITHFUL SERVANTS 
| OF THE COFFEE TRADE 





Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace 
Line Santa ships provide year-round American- 
Flag service from the Coffee Ports of: 
COLOMBIA 
VENEZUELA 
ECUADOR 
PERU 
and West Coast of 
CENTRAL AMERICA 
to 
NEW YORK LOS ANGELES 
JACKSONVILLE 
A NCI 
PHILADELPHIA vsaat einen 
BOSTON SEATTLE 
BALTIMORE VANCOUVER, B.C. 


GRACE LINE 


Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 








Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 





: Bringing North and South America neaer each other, LLOYD: 





= BRASILEIRO makes the Good Neighbor a Close Neighbor. 2 





10 Hanover Square, New York 5, N. Y. 
Tel. Digby 4-6000 
Agents and Offices in All Principal Cities 


NEW YORK NEW ORLEANS 
17 Battery Place 305 Board of Trade Bldg. 
























TO NEW ORLEANS AND OTHER U.S. GULF PORTS... FROM 


SOUTH AMERICA... 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST AFRICA... 


LUANDA, LOBITO, MATADI, AMBRIZ, AMBRIZETTE, PORTO a, 


Regular three week sailings 


Ge A AGENTS: ) # . 
@ RIO DE JANEIRO: DELTA LINE, INC. | 
Rua Visconde Inhauma 134 fe 
Whee SANTOS: DELTA LINE, INC. 
Rua 15 de Novembre 176-178 


MISSISSIPPI SHIPPING COMPANY INC ~ NEW ORLEANS LUANDA & LOBITO: 
Sociedade Luso-Americana, Ltda. 


MATADI: 
Nieuwe Afrikaansche Handels Vennootschap 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
ArgState—Argentine State Line 

Am-W Afr—American-West African Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Barb-Wn—Barber Wilhelmsen Line 
Brodin—Brodin Line 
Cunard—Brocklebanks’ Cunard Service 


Sie 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 





[FC—LF.C. Lines 
Independence—Independence Line 
Ishrandtsen—Isbrandtsen Co., Inc. 
ltalian—ltalian Line 
JavPac—Java-Pacific Line 
Lloyad—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mormac—Moore-McCormack Lines, Ine 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

NYK—Nippon Yusen Kaisha Line 
PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 

R Neth-—Royal Netherland Steamship Co 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroitt 
Ga—Galveston 
G/—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampion Rouds 
Jx—Jacksonville 
LA—Los Angeles 
Ml—Moutreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Nor/olk 


CE 


Robin—Robin Line NIN__N a 
SCross—Southern Cross Line a mae — 
Silver—Silver Line BouPesslen 
Sprague—S prague Steamship Line PS—Puget Sound 
Stockard—Stockard Line SF—San Francisco 
Stran—Strachan Shipping Co. Se—Seattle 
Swed-Am—Swedish American Line St Jo—Saint Jobn 


Delta—Delta Line 

Dodero—Dodero Lines 

Ell-Buck—Ellerman & Bucknell S.S. Co 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana, Ltda. 


Gulf—Gulf & South America Steamship UFruit—United Fruit Co. 5 Pall, PES 
Co., Inc. W st Cst—West Coast Line, Inc. To—Toledo 
Hol-Int—Holland-Interamerica Line W es-Lar—Westfal Larsen Co. Line Va—Vancouver 


COFFEE BERTHS 


SAILS SHIP LINE DUE SAILS SHIP LINE DUE 
ACAJUTLA 7/15 Cape Cod UFruit = NY7/26 
7/21 Anchor Hitch Grace LA8/15 SF8/18 Se8/24 
7/14 Cstl Avnturer Grace LA7/24 SF7/26 Se8/1 7/22 C. Cumberland UFruit NY8/2 
7/15 Leon UFruit Cristobal? 7/18 Ho7/24 N0O7/26 7/28 Mabella UFruit N08/9 
7/20 Vindeggen UFruit Cristobal? 7/24 NY8/1 7/29 Cape Ann UFruit NY8/9 
8/3 —L.H. Carl UFruit Cristobal? 8/7 NY8/15 8/5 C. Avinof UFruit NY8/16 
8/6 Anchor Hitch Grace  LA8/15SF8/18 Se8/24 8/11 Mataura UFuit N08/23 
8/17 Majozka UFruit Cristobal? 8/21 NY8/29 8/12 Cape Cod UFrit NY8/23 
8/18 Leon UFruit Cristobal? 8/21 Ho8/27 No8/29 8/17 Cstl Avnturer Grace  LAQ/11 SF9/14 Se9/20 
8/31 Vindeggen UFruit Cristobal? 9/4 NY9/12 8/19 C. Cumberland UFruit NY8/30 
9/2  Cstl Nomad Grace LA9/11 SF9/14 Se9/20 8/25 Mabella UFruit N09/6 
8/26 Cape Ann UFruit NY9/6 
ACAPULCO 
7/29 Cstl Nomad Grace — Cristobal’ 8/12 BARRIOS 
8/17 Cstl Avnturer Grace Cristobal’ 8/31 7/11 Byfjord UFruit. Ho7/16 NO7/19 
7/12 Manaqui UFruit = NY7/20 
AMAPALA 7/18 Levers Bend UFruit Ho7/23 No7/26 
7/19 C.H. Stinnes UFrit NY7/25 
7/10 Csti Avnturer Grace LA7/24 SF7/26 Se8/1 7/24 Mayari UFruit HO7/29 NO8/1 
7/10 Leon UFruit Cristobal? 7/18 Ho7/24 NO7/26 7/25 C.G. Thulin UFruit NY8/2 
7/14 Vindeggen UFruit Cristobal? 7/24 NY8/1 7/31 Fiador Knot UFruit Ho8/6 NO8/8 
7/28 L.H. Carl UFruit Cristobal? 8/7 NY8/15 8/2 Copan UFruit NY8/9 
8/2 Anchor Hitch Grace LA8/15 SF8/18 Se8/24 8/8  Manaqui UFruit NY8/16 
8/3 = Cstl Nomad Grace Cristobal’ 8/12 8/8 — Byfjord UFruit HO8/13 NO8/16 
8/11 Majorka UFruit Cristobal? 8/21 NY8/29 8/15 Levers Bend UFruit HO8/20 NO8/23 
8/12 Leon UFruit Cristobal? 8/21 Ho8/27 NO8/29 8/16 Marna UFruit NY8/22 
8/22 Csti Avnturer Grace Cristobal’ 8/31 8/22 Mayati UFruit HO8/27 NO8/30 
2/25 Vindeggen UFruit Cristobal? 9/4 NY9/12 8/23 C.G. Thulin UFruit NY8/30 
8/29 Cstl Nomad Grace LA9/11 SF9/14 Se9/20 8/29 Fiador Knot Ufruit Ho9/3 NO9/6 
§/30 Copan UFruit NY9/6 
ANGRA DOS REIS 
7/23 Seafarer PAB LA8/12 SF8/14 Va8/21 Se8/22 Po8/25 BUENAVENTURA 
7/25 Ravanger Wes-Lar LA8/19 SF8/22 Po8/28 Se8/30 Va8/31 7/10 Santa Flavia Grace LA7/19 SF7/22 Se7/29 
8/6 Grenanger Wes-Lar LA8/31 SF9/3 Po9/9 Se9/11 Va9/12 7/13 Santa Barbara Grace NY7/20 
8/18 Pathfinder PAB LA9/7 SF9/9 Va9/16 Se9/17 Po9/20 7/20 Santa Maria Groce NY7/27 
7/27 Santa Luisa Grace NY8/3 
7/31 Santa Adela Grace LA8/10 SF8/12 Se8/20 
BARRANQUILLA 8/2 La Heve Independence LA8/12 SF8/14 Po8/18 Se8/20 Va8/21 
7/14 Mataura UFmit N07/26 8/2 Chili Independerce LA8/16 SF8/20 Va8/25 Se8/29 Po9/1 
PUL,  €SS3 31 

































Entrust your 


Coffee Cargoes 


(BRAZIL TO WEST COAST) 


to 

Pacific-Argentine-Brazil Line 
...You Just Can't Beat 

P-A-B for Speed, Careful 


Handling and Personal 
Service! 


PACIFIC- ARGEMTINE- Accomoda- 

BRAZIL LINE, INC. tions for 12 

POPE & TALBOT, INC. passengers 
AGENTS saiialaiiaaaie diate 





POPE & TALBOT 


/LEIMES / PACIFIC-ARGENTINE-BRAZIL LINE 
Ee j 


PACIFIC WEST INDIES - PUERTO RICO 
nnn PACIFIC AND ATLANTIC INTERCOASTAL 


EXECUTIVE OFFICES + 320 CALIFORNIA ST. » SAN FRANCISCO 4 





SERVING THE WEST COAST 
OF SOUTH AMERICA 





SHIP via GSA 


Fortnightly service . . . with limited 
Passenger Accommodation. 
Expert cargo handling. 
Contact us today! 


GULF & SOUTH AMERICAN STEAMSHIP CO., INC. 


620 Gravier Street New Orleans, La. 
“IN OTHER CITIES CONTACT GRACE OR LYKES” 
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SAILS SHIP LINE DUE 
8/3 Santa Cecilia Grace NY8/10 
8/8 Santa Eliana Grace LA8/17 SF8/19 Se8/25 
8/23 Santa Juana Grace LA9/1 SF9/3 Se9/11 
9/6 Santa Elisa Grace LA9/15 SF9/17 Se9/25 
CARTAGENA 
7/15 Mataura UFruit N0O7/26 
7/16 Cape Cod UFruit NY7/26 
7/18 Santa Paula Grace NY7/22 
7/23 C. Cumberland UFruit NY8/2 
7/25 Santa Rosa Grace NY7/29 
7/29 Mabella UFruit N08/9 
7/30 Cape Ann UFruit NY8/9 
8/1 Santa Paula Grace NY8/5 
8/6 C. Avinof UFruit = NY8/16 
8/8 Santa Rosa Grace NY8/12 
8/12 Mataura UFruit N08/23 
8/13 Cape Cod UFnit NY8/23 
8/20 C. Cumberland UFruit NY8/30 
8/26 Mabella UFruit N09/6 
8/27 Cape Ann UFmit NY9/6 
| CHAMPERICO 
7/15 Cstl Avnturer Grace LA7/24 SF7/26 Se8/1 
8/7 Anchor Hitch Grace LA8/15 SF8/18 Se8/24 
9/3 Cstl Nomad Grace LA9/11 SF9/14 Se9/20 
CORINTO 
7/10 Csti Avnturer Grace LA7/24 SF7/26 Se8/1 
7/10 La Hague Independence LA7/17 SF7/19 Po7/23 Se7/25 Va7/26 
7/12 Vindeggen UFruit NY8/1 
7/26 L.H. Carl UFrmit = NY8/15 
8/2. Anchor Hitch Grace LA8/15 SF8/18 Se8/24 
8/5 La Heve Independence LAS/12 SF8/14 Po8/18 Se8/20 Va8/21 
8/6  Cstl Nomad Grace Cristobal’ 8/12 
8/9 = Majorka UFruit NY8/29 
8/10 Leon UFruit Cristobal? 8/21 Ho8/27 No8/20 
8/21 Cstl Avnturer Grace Cristobal’ 8/31 
8/23 Vindeggen UFruit NY9/12 
8/29 Cstl Nomad Grace LA9/11 SF9/14 Se9/20 
CRISTOBAL 
7/13 Majorka UFruit NY7/20 
7/14 Santa Barbara Grace NY7/20 
| 7/20 Mataura UFruit NO07/26 
7/21 Santa Maria Grace NY7/27 
7/25 Vindeggen UFruit 3 NY8/1 
| 7/28 Santa Luisa Grace NY8/3 
| 8/3 Mabella UFnit N08/9 
| 8/4 Santa Cecilia Grace NY8/10 
8/8  L.H. Carl UFruit NY8/15 
8/17 Mataura UFruit N08/23 
&/22 Majorka UFmit NY8/29 
8/31 Mabella UF ruit N09/6 
DAR es SALAAM 
7/19 Mayo Lykes N08/25 
7/20 Afr Moon Farrell NY8/19 
8/12 Afr Sun Farrell NY9/11 


EL SALVADOR 


7/11 La Hague Independence LA7/17 SF7/19 Po7/23 Se7/25 Va7/26 
7/14 Wyoming French LA7/25 SF7/28 Va8/1 Se8/4 Po8/8 
7/15 Bernieres French LA7/28 SF7/31 Po8/4 Se8/5 Va8/6 
7/29 Tritone Italian LA8/7 SF8/10 Va8/15 Se8/19 Po8/23 
8/5 Chili French LA8/16 SF8/20 Va8/25 Se8/29 Po9/1 
8/6 La Heve Independence LA8/12 SF8/14 Po8/18 Se8/20 Va8/21 
8/19 Nereide Italian LA8/28 SF8/31 Va9/5 Se9/9 Po9/13 
GUATEMALA 

| 7/12 La Hague Independence LA7/17 SF7/19 Po7/23 Se7/25 Va7/26 
7/19 Wyoming French LA7/25 SF7/28 Va8/1 Se8/4 Po8/8 
7/30 Tritone Italian LA8/7 SF8/10 Va8/15 Se8/19 Po8/23 
8/10 Chili French LA8/16 SF8/20 Va8/25 Se8/29 Po9/1 
8/20 Nereide Italian LA8/28 SF8/31 Va9/5 Se9/9 Po9/13 
GUAYAQUIL 
7/27 Santa Adela Grace LA8/10 SF8/12 Se8/20 
8/19 Santa Juana Grace LAQ/1 SF9/3 Se9/11 

COFFEE & TEA INDUSTRIES and The Flavor 


Field 














































SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


LA GUAIRA 8/3 Cape Ann UFruit NY8/9 
8/15 Mataura UFruit N08/23 
7/16 Santa Paula Grace NY7/22 8/17 Cape Cod UFnit NY8/23 
7/23 Santa Rosa Grace NY7/29 8/24 C. Cumberland UFrit NY8/30 
7/30 Santa Paula Grace NY8/5 8/29 Mabella UFrit N09/6 
8/6 Santa Rosa Grace NY8/12 8/31 Cape Ann UFrit NY9/6 
LA LIBERTAD LOBITO 
7/13 Cstl Avnturer Grace LA7/24 SF7/26 Se8/1 
7/14 Leon UFruit Cristobal? 7/18 Ho7/24 N0O7/26 oa — — Pb = 
7/18 Vindeggen UFruit Cristobal? 7/24 NY8/1 7/24 Afr Glade Farrell NY8/27 
8/1 H.L. Carl UFruit Cristobal? 8/7 NY8/15 7/27 Afr Pilgrim Farrell NY8/17 
8/2 CstINomad Grace Cristobal’ 8/12 8/1 Del Rio Delta = NO8/26 
8/5 Anchor Hitch Grace LA8/15 SF8/18 Se8/24 8/24 Tabor Am-W Afr NY9/30 
8/15 Majorka UFmit Cristobal? 8/21 NY8/29 8/24 Afr Patriot Farrell NY9/14 
8/16 Leon UFruit Cristobal? 8/21 Ho8/27 N08/29 
8/31 Del Sol Delta N09/25 


8/21 Cstl Avnturer Grace Cristobal? 8/31 
8/29 Vindeggen UFmnit Cristobal? 9/4 NY9/12 


9/1 Csti Nomad Grace _—LA9/11 SF9/14 $e9/20 LUANDA 
7/19 Tulane Am-W Afr NY8/31 
LA UNION 7/21 Afr Glade Farrell NY8/27 
7/12 Csti Avnturer Grace LA7/24 SF7/26 Se8/1 a ee lo ae 
7/12 Leon UFruit Cristobal? 7/18 Ho7/24 NO7/26 7/25 Del Rio Delta = 108/26 
7/16 Vindeggen ©‘ UFruit 7/24 NY8/1 S/21 Afr Patriot = Farrell, = NY9/14 
7/30 LH. Carl UFruit Cristobal? 8/7 NY8/15 8/21 Tabor Am-W Afr NY9/30 
8/4 Cstl Nomad Grace Cristobal’ 8/12 8/26 Del Sol Delta = N09/25 
8/4 Anchor Hitch Grace LA8/15 SF8/18 Se8/24 
8/13 Majorka UFruit Cristobal? 8/21 NY8/29 MARACAIBO 
8/14 Leon UFruit Cristobal? 8/21 Ho8/27 N08/29 : ; 
8/23 Cstl Avnturer Grace Cristobal’ 8/31 oe a 
8/27 Vindeggen UFruit Cristobal? 9/4 NY9/12 7 (23 Anchor Hitch Grace LA8/15 SF8/18 Se8/24 
ia, Gate. dk cae epee eee 8/19 Cstl Nomad Grace _ LA9/11 SF9/14 $e9/20 
LIMON MATADI 
7/13 C. Avinof UFruit NY7/19 7/17 Tulane Am-W Afr NY8/31 
7/18 Mataura UFruit N0O7/26 7/18 Afr Glade Farrell NY8/27 
7/20 Cape Cod UFruit NY7/26 7/21 Afr Pilgrim Farrell, = NY8/17 
7/27 ©. Cumberland UFruit NY8/2 7/22 Del Rio Delta N08/26 
8/1 Mabella UFruit N08/9 8/18 Afr Patriot Farrell ~=NY9/14 











Where you want if... 


When you want it... 


Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL — op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 








JULY, $9S3 











SAILS SHIP LINE DUE 





8/19 Tabor Am-W Afr NY9/30 
N 0 p A [ [ | N E 8/23 Del Sol Delta N09/25 
; MOMBASA 
Regular service 7/10 Afr Moon Farrell NY8/19 
* * 8/1 Mayo Lykes N08/25 
New fast Norwegian moftorships 8/2 Afr Sun Farell NY9/11 
8/5 Silvermoon JavPac LAI10/1 SF10/6 Pol0/12 Sel0/15 Val0/17 
8/25 Tyson Lykes N09/18 
BRAZIL U S GULF 9/1 — Samarinda JavPac LA10/31 SF11/5 Poll/5 Sel1/15 Val1/17 
“— 10/2 Lombok JavPac LA12/1 SF12/6 Pol2/12 Sel2/15 Val2/17 
COFFEE SERVICE PARANAGUA 
11 Mormacgulf Mormac LA8/5 SF8/7 Va8/12 Se8/14 Po8/16 
13 Mormacisle Mormac Jx8/2 Bo8/6 NY8/7 Pa8/9 Ba8/10 
° ° 14 Arendsdyk Hol-Int NY8/3 Bo8/5 Pa8/7 Ba8/8 Nf8/11 
The Northern Pan-American Line, A/S 16 Mormacdawn  Mormac NY8/4 Bo8/7 Pa8/9 Ba8/11 
17 Seafarer PAB LA8/12 SF8/14 Va8/21 Se8/22 Po8/25 
OSLO 20 Sameland Brodin Ba8/6 NY8/8 Bo8/10 Pa8/12 
22 Mormacteal Mormac Ba8/12 Pa8/14 NY8/16 Bo8/19 MI8/23 
24  Ravnanger Wes-Lar LA8/19 SF8/22 Po8/28 Se8/30 Va8/31 
27 Campero Dodero NY8/16 Bo8/19 Pa8/20 Ba8/21 Nf8/22 
Agents Del Viento Delta. ~~ NO8/19 Ho8/24 


30 Mormacrey Mormac LA2/24 SF8/26 Va8/31 Se9/2 Po9/4 

31 Mormacdale Mormac Bo8/20 NY8/22 Pa8/25 Ba8/26 Nf8/27 

31 Grenanger Wes-Lar LA8/31 SF9/3 Po9/9 Se9/11 Va9/12 

6  Mormacoak Mormac Jx8/26 Ba8/28 Pa8/30 NY8/31 Bo9/3 MI9/7 
10 Del Valle Delta NO9/1 Ho9/6 

12 Pathfinder PAB LA9/7 SF9/9 Va9/16 Se9/17 Po09/20 

26 Del Monte Delta N09/19 Ho9/ 24 

14 Del Santos Delta NO10/7 Hol0/12 


New York—Dichmann, Wright & Pugh, Inc., 44 Whitehall St. 
New Orleans—Bieh! & Co., Inc., Pere Marquette Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 


OMRMAMRAANNNININ NNN NNN NS 
nm 
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Detroit—F. C. MacFarlane, 945 Free Press Bldg. 














Santos/Rio—Agencia de Vapores Grieg S/A PORT SWETTENHAM 
Paranagua—tTransparana Ltda. 7/14 Fernside Barb-Frn Gulf 8/30 
. 3 we . 7/15 Van Buren Am-Pres NY8/31 Bo9/5 
Buenos Aires—lInternational Freighting Corporation, Inc. 8/1 Glenville Barh-Frn Gulf 9/16 
8/13 Arthur Am-Pres NY9/29 Bol0/4 
8/14 Belleville Barb-Frn Guif 9/30 
8/28 Johnson Am-Pres NY10/14 Bol0/19 
8/20 Fernhil! Barb-Frn Gulf 10/16 


MO ORE-Mec CORMACK PUERTO CABELLO 


. 7/16 Santa Paula Grace NY7/22 
“ZA 7/23 Santa Rosa Grace NY7/29 
7/30 Santa Paula Grace NY8/5 
8/6 Santa Rosa Grace NY8/12 








LINE and the countries of | ARGENTINA 26 Cstl Nomad Grace LA9/11 SF9/14 $e9/20 


27 Csti Avnturer Grace Cristobal’ 8/31 


PUNTARENUS 
7/10 Vindeggen UFruit Cristobal? 7/24 NY8/1 
7/12 Anchor Hitch Grace Cristobal’ 7/15 
7/12 Anchor Hitch Grace Cristobal’ 7/15 
7/24 L.H. Carl UFruit Cristobal? 8/7 NY8/15 
7/25 Tritone Italian LA8/7 SF8/10 Va8/15 Se8/19 Po8/23 
; M 7/30 Anchor Hitch Grace LA8/15 SF8/18 Se8/24 
8/4 La Heve Independence LA8/12 SF8/14 Po8/18 Se8/20 Va8/21 
REGULAR AMERICAN FLAG SERVICE 8/7 = Majorka UFruit Cristobal? 8/21 NY8/29 
, 8/8 Leon UFrmit Cristobal? 8/21 Ho8/27 N08/29 
AMERICAN Freight and Passenger( BRAZIL 8/10 Cstl Nomad Grace Cristobal! 
Service between East 8/15 Nereide Italian LA8/28 SF8/31 Va9/5 Se9/9 Po9/13 
- AY 
REPUBLICS Coos of United States) URUGU 8/21 Vindeggen © UFruit Cristobal? 9/4 NY9/12 
8 
8 


PACIFIC Freight and Passenger | BRAZIL 








Service between West 
REPUBLICS Coas? of United gs hoe RIO de JANEIRO 
LINE and the countries of ARGENTINA 7/13 Del Alba Delta NO7/31 Ho8/5 
7/15  Hornero Dodero NO7/29 Ho8/1 
NORWAY 
> 7/18 Arendsdyk Hol-int NY8/3 Bo8/5 Pa8/7 Ba8/8 Nf8/11 
AMERICAN Freight and Passenger \ DENMARK 196 cae cea wears / 
SCANTIC sg between East /SWEDEN 7/22 Mormacrey  Mormac LA8/24 SF8/26 Va8/31 Se9/2 Po9/4 
oast of United States \ POLAND 
LINE and the countries of FINLAND 7/23 Sameland Brodin Ba8/6 NY8/8 Bo8/10 Pa8/12 
- RUSSIA 7/23 Argentina Mormac NY8/4 
7/23 Del Mar Delta NC8/6 
For complete information apply 7/24 Seafarer PAB LA8/12 = - a 21 “ - wo 
7/26 Ravnanger Wes-Lar LA8/19 SF8/22 Po08/28 / a8/31 
MOORE-McCORMACK LINES 7/30 Campero Dodero NY8/16 Bo8/19 Pa8/20 Ba8/21 Nf8/22 
5 Broadway, New York 4 8/1 Del Viento Delta N08/19 Ho8/24 
Offices in Principal Cities of the World 8/5 Brazil Mormac NY8/17 
8/5 Del Norte Delta N08/20 





COFFEE & TEA INDUSTRIES and The Flavor Field 
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SAILS SHIP LINE DUE 
8/7 — Grenanger Wes-Lar LA8/31 SF9/3 Po9/9 Se9/11 Va9/12 } 

8/15 Del Valle Delta NO9/1 H09/6 

8/19 Pathfinder PAB LA9/7 SF9/9 Va9/16 SF9/17 Po9/20 FOR FAST DEPENDABLE DELIVERY 
8/20 Del Sud Delta N09/3 

8/31 Del Monte Delta N09/19 Ho9/24 = 

9/10 Del Mar Delta NO9/24 . -. of your mild coffees 

9/1 

9/2 


oe oe ee ‘ to United States markets ... 
‘ rely on 


Del Norte Delta N010/8 


- 


SAN JOSE ‘ 
eS see | UNITED FRUIT COMPANY 
SANTOS : STEAMSHIP SERVICE 


11) Mormacsurf Mormac Ba7/25 Pa7/27 NY7/29 Bo8/2 MI8/6 


ege 
11 Del Alba Delta NO7/31 HoB/5 Regular Sailings between 
16 Arendsdyk Hol-Int NY8/3 Bo8/5 Pa8/7 Ba8/8 Nf8/11 


17 Mormacisle  Mormac Jx8/2 Bo8/6 NY8/7 Pa8/9 Ba8/10 Nf8/11 a GUATEMALA NICARAGUA 


18  Uruguai Lloyd NY8/3 


20 Mormacdawn Mormac NY8/4 Bo8/7 Pa8/9 Ba8/11 é EL SALVADOR COSTA RICA 


21 Argentina Mormac NY8/4 


22 Sameland Brodin Bab, é NY8/8)Bo8/10 Pa8/12 4 HONDURAS COLOMBIA 


22 Del Mar Delta 
22 Ravnanger Wes-Lar LA8/19 SF8/22 Po8/28 Se8/30 Va8/31 


LAs SF8/14 Va8/21 Se8/22 Po8/2 ¢ 
37 Mormacteal_ Morac 28/12 Pa8 14 NYB/16 838/19 MI8/23 | and NEW YORK- NEW ORLEANS - HOUSTON 


Mormacteal 
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28 Mormacrey Mormac LA8/24 SF8/26 Va8/31 Se9/2 Po9/4 
29 Campero Dodero NY8/16 Bo8/19 Pa8/20 Ba8/21 Nf8/22 and other U.S. ports 
Del Viento Delta N08/19 Ho8/24 
3 ‘Brazil Mormac NY8/17 ; 
4 Mormacdale Mormac Bo8/20 NY8/22 Pa8/25 Ba8/26 Nf8/27 4 NEW YORK: 
5 Del Norte Delta N08/20 Pier 3, North River 
5  Grenanger Wes-Lar LA8/31 SF9/3 Po9/9 Se9/11 Va9/12 | 
10 Mormacoak Mormac Jx8/26 Ba8/28 Pa8/30 NY8/31 Bo9/3 MI9/7 NEW ORLEANS: 
13 Del Valle Delta NO9/1 Ho9/6 321 St. Charles St. 
17 Pathfinder PAB LA9/7 SF9/9 Se9/17 P09/20 
19 Del Sud Delta N09/3 
29 Dei Monte Delta N09/19 Ho9/24 
9 Del Mar Delta N09/24 
17 Del Santos Delta NO10/7 Hol0/12 
3 Del Norte Delta N010/8 
TAMPICO 
7/10 Stegeholm Swed-Am MI7/22 
7/23 Tunaholm Swed-Am MI8/5 
8/13 Danaholm Swed-Am MI8/27 
VERA CRUZ 
7/21 Tunaholm Swed-Am Mi8/5 
8/10 Danaholm Swed-Am MI8/27 
VICTORIA 
7/15 Del Alba Deita N07, 31 Ho8/5 
8/3 Del Viento Delta N08/19 Ho8/24 e ° 
8/17 Del Valle Delta NO9/1 Ho9/6 Ship via 
9/2 Del Monte Delta N09/19 Ho9/24 e 
9/21 Del Santos Delta. NO10/7 Hol0/12 Grancolombiana 
aia sania ili bet t fF 
TEA BERTHS Regular Sailings between the coffee ports of 
Colombia 
CALCUTTA pe 
8/7 City Khartoum Ell-Buck Bo9/8 NY9/9 Pa9/12 Nf9/15 Ba9/17 Venezuela Bc 
8/7 City Liverpool Ell-Buck St Jo9/10 MI9/15 GULF SAILINGS 
8/8 Limburg JavPac LA9/13 SF9/17 Va9/23 Se9/26 Po9/29 and New York EVERY 10 DAYS © 
9/8  Kertosono JavPac $F10/14 LA10/18 Poll/2 Sell/6 Vall1/9 New Orleans CANADIAN ; } 
10/8 Roebiah JavPac $F11/13 Lall/17 Pol2/2 Sel2/6 Val2/9 i 
Montreal ag FORTNIGHTLY — 
COCHIN Other ports as cargo offers. 
7/14 Garfield Am-Pres NY8/19 Bo8/24 
7/26 Van Buren Am-Pres NY8/31 Bo9/5 ‘ 
8/11 Polk Am-Pres NY9/16 Bo9/21 30 ships serving 
8/24 Arthur Am-Pres NY9/29 Bol0/4 the TOP market in 
South America 
COLOMBO or ele Transportadora Grancolombiana, Ltda., 
7/11 Garfield Am-Pres NY8/19 Bo8/24 ' ' General Agents 
7/11 Virginia Lykes — NC8/26 52 Wall St., New York 5, N.Y. * 208 So. La Salle St., Chicago, Il 


Cable Address: Grancolomb 
AGENTS: New Orleans: Texas Transport & Terminal Co., Inc. 
Montreal: Robert Reford Co. Ltd. + Detroit: W. J. Maddock & Co 


' Accepts freight for New York, with transshipment at Cristobal, C. Z. 
2 Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal, C. Z. 


JUEY, 1953 35 





SHIP LINE DUE SAILS SHIP 


Silverbeam JavPac LA9/1 SF9/6 Po9/14 Se9/17 Va9/19 7/25 Chastine NY8/30 
Fernside Barb-Frn Gulf 8/30 7/25 Lake NY9/6 
Van Buren Am-Pres NY8/31 Bo9/5 8/8 Johnson NY10/14 Bol0/19 
Glenville Barb-Frn Gulf 9/16 8/9 Dale NY9/20 
Polk Am-Pres NY9/16 Bo9/21 8/10 Trein NY9/17 
Else Maersk NY9/13 8/22 Grant NY10/28 Boll/2 
Elizabeth Lykes N09/26 8/25 Maren NY9/30 
Belleville Barb-Frn Gulf 9/30 9/10 Nicoline NY10/16 
Silvercrest JavPac 1LA10/5 SF10/9 Pol0/16 Sel0/19 Val0/21 
Arthur Am-Pres NY9/29 Bol0/4 
Silvermoon JavPac_ LA10/1 Pol0/2 SF10/6 $el0/15 Val0/17 SHIMIZU 
Salatiga JavPac LA11/4 SF11/8 Poll/15 Sel1/18 Val1/20 7/12 Hulda Maersk NY8/17 
Samarinda JavPac A10/31 SF11/5 Poll/12 Sel1/15 Val1/17 7/18 Ymshta Maru Yamashita SF8/3 LA8/5 Cr8/15 NY8/20 
7/22 Philippine PacTrans SF8/4 LA8/6 
7/27 Chastine Maersk NY8/30 
DJAKARTA 8/11 Dale Pioneer NY9/20 
7/12 Glenville Barb-Frn Gulf 9/16 8/12 Trein Maersk NY9/17 
7/20 Else Maersk NY9/13 8/27 Maren Maersk NY9/30 
7/29 Belleville Barb-Frn Gulf 9/30 9/12 Nicoline Maersk NY10/16 
8/12 Fernhill Barb-Frn Gulf 10/16 
8/20 Oluf Maersk NY10/15 TANGA 


7/13 Afr Moon NY8/19 
HONG KONG 7/25 Mayo N08/25 
Philippine PacTrans SF8/4 LA8/6 8/5 Afr Sun NY9/11 
Chastine Maersk NY8/30 8/18 Tyson N09/18 
Polk Am-Pres NY9/16 Bo9/21 
Lake Pioneer NY9/6 
Arthur Am-Pres NY9/29 Bol0/4 YOKOHAMA 
Trein Maersk NY9/17 7/11 Polk Am-Pres NY9/16 Bo9/21 
Johnson Am-Pres NY10/14 Bol0/19 Hulda Maersk NY8/17 
Maren Maersk NY9/30 / Ymshta Maru Yamashita SF8/3 LA8/5 Cr8/15 NY8/20 
Grant Am-Pres NY10/28 Boll/2 / Arthur Am-Pres NY9/29 Bol0/4 
Nicoline Maersk NY10/16 / Philippine PacTrans SF8/4 LA8/6 
Lake Pioneer NY9/6 
Chastine Maersk NY8/30 
eanane Johnson Am-Pres NY10/14 Bol0/19 
7/10 Hulda Maersk NY8/17 Dale Pioneer NY9/20 
7/14 Polk Am-Pres NY9/16 Bo9/21 Trein Maersk NY9/17 
7/15 Ymshta Maru Yamashita SF8/3 LA8/5 Cr8/15 NY8/20 Am-Pres NY10/28 Boll/2 
7/20 Philippine PacTrans SF8/4 LA8/6 / Maersk NY9/30 
7/24 Arthur Am-Pres NY9/29 Bol0/4 Nicoline Maersk NY10/16 


SALVADOR 
COFFEES 








Choice of American Koasters 
Creators of Good Uill 


COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador - EI Salvador 
Cable Address: Coscafe Telephone Nos. 758 & 1632 




















COFFEE & TEA INDUSTRIES and The Flavor Field 








Total 
Entries 


952 
908 
617 
616 
756 
645 
974 
1,182 
760 
955 


November 
December 


804 
721 
734 
753 
539 
550 





Movement In The U. S. Market 
(Figures in 1,000 bags) 


Deliveries—from: 
Brazil Others 


1952 


1953 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 


Visible Supply—ist of Month 
Total Brazil Others Total 


1,537 
1,411 
1,191 
1,213 
1,160 
1,011 
1,387 
1,572 
1,069 
1,038 


732 
786 
588 
605 
756 
458 
514 
819 
557 
894 


1,684 
1,694 
1,205 
1,221 
1,512 
1,103 
1,488 
2,001 
1,317 
1,849 


942 
948 
1,022 
1,351 
663 
744 


1,051 
1,197 
1,270 
1,210 
1 047 

849 


1,746 
1,669 
1,756 
2,104 
1,202 
1,294 
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The coffee outlook 


The past month was quite an eventful one in the coffee 
market. 

Things happened in retail coffee prices, in reactions to 
possibilities of cruzeriro devaluation, in response to the ship 
strike. 

Developments in retail coffee prices emerged as the most 
significant occurence. A & P started the downward slide 
with an announcement of a price cut of four cents a pound, 
on its own bag-packed blends. 

A&P hit hard in its newspaper advertising. Large space 
ads were headlined ‘Special Sale of A&P Coffee!” The ads 
declared, ““We Haven’t Had Lower Prices on A&P Coffee in 
Two Years!” The three brands—Eight O'Clock, Red Circle 
and Bokar—were pictured prominently, with the prices 
underneath each—77, 78, and 79 cents. 

About the same time, Grand Union put through reduct- 
ions of six, five and four cents on its Early Morn, Fresh 
Pak and Grand Union Brands, bringing them to 75, 77 and 
79 cents. : 

Food Fair and other outlets quickly followed suit. 

The cuts just about eliminated any of the advances that 


had remained after the sharp price rise following decontrol 
in March. 

The trade watched closely developments relating to cru- 
zeiro exchange. 

A stir was caused by a short-lived lower court ruling in 
Brazil which declared coffee could operate on free cruzeiro 
exchange. Higher courts and the Ministry of Finance quickly 
put an end to this ruling. 

Another flurry occurred when Finance Minister Horacio 
Lafer resigned along with half a dozen other Ministers. 

But Oswaldo Aranaha, named to succeed Mr. Lafer, 
promptly made it clear that the cruzeiro would not be de- 
valued. 

The threat of the maritime strike, and its actual exist- 
ence for a short period, tended to firm up spot prices. 
Roasters moved into the market to pick up what they could, 
as a safeguard against a long-drawn out tie-up. 

A longterm prediction was ventured by The Chase Na- 
tional Bank. “Price fluctuations greater than those of the 
last three years are bound to recur,” the bank commented. 
“But in the long run, market expansion should help to keep 
coffee supply and demand in balance at reasonable prices. 
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the Dannemiller story 


(Continued from page 21) 





wholesalers who banded together for more efficient opera- 
ticn. As part of that objective they criginated their own 
brands. 

While the Dannemiller Coffee Co. might be correctly 
described as private label packers, that suggests only half 
the picture. The company supplies the prcduct to its cus- 
tomers, true. But it also supplies merchandising—geared 
to help those customers sell the product to the ultimate con- 
cumers. 
of its 


Aggressive selling programs—for the benefit 


customers—are undoubtedly one of the keys to the success 
of the company. 

A recent brochure mailed by Dannemiller to prospective 
accounts cited some of the merchandising aids. Included 
were: poster service, attractive price cards, marketing ser- 
vice, package planning, premium promotions. 

Also stressed, of course, were quality and competitive 
prices. 

In Dannemiller’s sales departments are coffee merchandis- 
ing specialists who are constantly working with the firm's 
customers, helping them in the profitable selling of their 
private brand coffees and teas. Most of these men have 
been with Dannemiller for a great many years. 

Dannemiller makes sure it is always represented at top 
conventions of wholesalers, supermarkets and chains, includ- 
ing state and regional meetings. The aim, of course, is to 
help the Dannemiller representatives increase their private 





label coffee and tea sales. But that’s only part of the reason. 
The other part is basic Dannemiller policy: Give the men 
every opportunity to keep posted on new merchandising 
ideas. 

Three generations of the Dannemiller family have owned 
and operated the company since it was founded. The 
fourth generation is already in the firm. 

Founder Benedict's son, Edward, was the first president 
of the present corporation, formed after the company 
moved from Canton to Brooklyn. At that time the oldest 
of Edward's three sons, Albert J., was sales manager. 

Later Edward’s other two sons, Edward I. and Benedict 
J., joined the corporation, and Albert J., became general 
Manager. 

In 1939, at the age of 89, Edward Dannemiller passed 
away. Before his death, Albert J. was elected president 
and Edward I. was named vice president. Today Albert J. 
is still president and Edward I. fills the post of executive 
vice president. 

The fourth generation came into the picture when the 
sons of Albert J—Albert J. Dannemiller, Jr., and Edward 
F.—joined the firm. Both served in the Armed Forces 
during the war, but Albert J., Jr., was killed in action in 
1943. Edward F. is now secretary of the company. 

This June Thomas E., son of Edward I., joined the 
company after serving three years in the Navy as a lieu- 
tenant. 

Dannemiller management is a well-knit, smoothly work- 
ing team, with an air of quiet solidity and tremendous drive. 

Backing President Albert J. and Executive Vice President 


(Continued on page 63) 





MALZONI & CO., LTD. 


Coffee Exporters 
SANTOS - BRAZIL 





Represented in all U.S.A. by 
OTIS, McALLISTER CO. 











ORTEGA AND EMIGH, INC. 


Coffee Importers 


Quality Coffees From 


COLOMBIA-SANTOS 
GUATEMALA-EL SALVADOR-COSTA RICA 
MEXICO-NICARAGUA 


San Francisco 


461 Market St. 




















Direct Connections in Most Coffee Producing Countries 


IMPORTERS 
NEW ORLEANS 








38 


GOPFEE & TEA 


INDUSTRIES and The Flavor Field 














(tor 























Better than ground coffee? 


Some of the more fiery promotion to be found in the 
coffee field these days has been turned loose by packers 
moving aggressively into solubles. 

Reaching for new, fresh themes, this advertising has 
in some cases succeeded in being startling. This was true 
of the introductory campaign by one packer who launched 
his own instant by attacking all others. 

Under the pressure of mounting soluble competiticn, 
claims have been, at times, extravagant: “Ground coffee 
flavor and aroma instantly!’ “With real roaster fresh 
flavor it's all coffee!” 

The furthest the claims have gone is to suggest that 
the soluble is as good as ground coffee. And that's going 
pretty far. 

Now comes an instant coffee campaign which goes still 
farther. So much so that coffee men are incredulous at 
the temerity of the advertising claims. 
launched by The Nestle 


to introduce its new Nes- 


This campaign is the one 
Co., Inc., White Plains, N. Y., 
cafe Instant Coffee, a pure soluble without added carbo- 
hydrates. 

In its opening barrage, Nescafe took large newspaper 
space to proclaim: ‘New Nescafe 1007 Pure Instant Coffee 
Is First to Guarantee You'll Get Better Flavor Than with 
Ground Coffee.” 

In one respect, at least, this statement is prebably cor- 
rect. No other company, so far as we know, has dared to 
advance such a guarantee. 

Probably the reason is that coffee men know that no sol- 
uble generally available on the market today has a flavor 
as good as ground coffee—let alone better. 

For a while some members of the trade thought the 
initial ad wes a single outburst by Nestle, to be followed 
by a less violent program. But about a month later the 
theme was unloosed in a second barrage of newspaper ad- 
vertising. 

The ads go the limit. Here’s one excerpt: ‘So extra coffee 
rich, so flavor-packed with pure coffee goodness... that cup 
after cup, we can guarantee you'll enjoy richer, heartier flavor 
with new Nescafe than any ground coffee gives ycu.” 

What Nestle guarantees is that if you don't agree you 
get better flavor with the new Nescafe, and if you send 
them the unfinished jar, they'll give you back your money. 

If housewives were prene to more follow-through on such 
matters, we suspect Nestle weuld be asked to shell out 
purchase mency on a lot of jars of the new Nescafe. 

Instant coffees have made tremendcus progress, especially 


in the postwar years. This has been progress foward the 
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objective of a flavor identical to the flavor of ground coffee. 

But while enormous advances have been made, coffee men 
generally recognize that the objective has not been reached 
by a commercially available soluble. 

When that objective is achieved, if it ever is, the coffee 
industry may be in for a revolution. But there's a long way 
yet to go 

We want to make it clear beycnd any doubt that we 
are not questioning instant coffee. 

We feel there is a place for instants, a place which ts 
We felt that 


way when some elements in the industry considered solubles 


cnly now emerging into its true proportions. 


a dire menace to ground coffee. 

We point out now, as we did then, that the impact of 
sclubles on the coffee industry has on the whole been favor- 
Instant coffee con umption is, in the main, supple- 
It frequently opens 


able. 
mentary to regular coffee con-umption. 
a channel for coffee absorption where regular coffee is not 
in the picture. 

The net effect has been an overall increase in the size 
of the coffee market in this country. 

So it is not the place of solubles we are questioning. 

We do questicn the right of a company to attempt to 
advance its cwn soluble brand position at the expense of 


regular coffee—and to do it with claims beyond any jus- 
é ) y jy 


tification in fact. 

Wild claims may have shock value, for the moment. But 
it has been demonstrated time and again they provide no 
foundation for solid, profitable long run volume. 

Instant coffees will continue to make their way on their 
own merit, distinct and recognized in their own right 

We suspect an adjustment in industry thinking on solubles 
is in the making Expansion of the instants has been rapid. 
They now account for a significant proportion of coffce cup 
volume in this country. 

Yet in industry promoticn and in overall policies instants 
are usually overlcoked, or given unduly light emphasis. 

This is understandable, in view of the attitudes toward 
solubles which at one time prevailed widely in the industry, 
and are still in existence. 

But the fact of instant coffee volume today requires a 
re-examination of attitudes. A new approach may reveal 
new opportunities, with benefit to the entire coffee industry, 
in the producing countries as well as here and including 
the packers of solubles. 

Any such advance however, will be seziously hindered by 
campaigns for an individual brand of instant coffee based on 
unrestrained claims that they are better than ground coffee. 
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Smallwood: “Tea con- 
sumption is rising 
faster now than any 
time in past five 
years.” 


Winokur: "Increase 
proves soundness of 
cooperative promotion 
program now under- 
way." 


tea sales 





Tea consumption in the United States is on the way up. 

This trend was underlined by Anthony Hyde, executive 
director of the Tea Council of the U.S.A., in a report to 
the executive committee of that organization. 

Mr. Hyde declared in the report. 

“All indications are that tea consumption in the United 
States is steadily on the upgrade,” Mr. Hyde declared in the 
report. “Imports for the first quarter of 1953 were ahead 
20 per cent compared to the same quarter in 1952. For the 
12 months ending March 31st, 1953, they were up 18 per 
cent over the previous 12 months.” 

All of the major producing countries participated in this 
increase, Mr. Hyde added. Imports from India increased 
31 per cent; from Ceylon 33 per cent and from Indonesia 
14 per cent, he said. 

“Imports do not necessarily reflect current consumption 
because imports may be going into stocks,” he pointed out. 
“The Tea Council conducts a quarterly survey of tea stocks, 
however, and when imports are corrected for stock fluctua- 
tions, we get a figure that corresponds roughly to tea pack- 
ers’ sales to grocers and to restaurants and institutional 
customers—which is an approximate measure of current 
consumption. The quarterly Tea Stock Survey shows an 
increase in consumption of 11 per cent for the 12 months 
ending March 31st, 1953, compared to the previous 12 
months. The increase for the first quarter of 1953 was 6 
per cent. 

“We also have another measure of tea packers sales based 
on the contributions of those packers who contribute one 
cent a pound to the Tea Council on their sales of packaged 
tea. For the year ending March 31st, 1953, sales of this 
group of packers, which includes the majority of all tea 
seld in the U.S.A., was up 9 per cent, compared with the 
previous year. The increase for the first quarter of 1953 
was 15 per cent compared to the same quarter of 1952. 

“In addition to the three foregoing yardsticks, we have 
the A. C. Nielsen Index of tea sales in grocery stores, which 
is based on a nationwide sample of stores. The Nielsen 
Index for the 12 months ending with March, 1953, is up 9 
per cent over the previous 12 months. Likewise the two- 
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Hyde: ‘Consumption 
of hot tea is growing, 
as well as consumption 
of iced tea beverage.” 





in U. S. continue to grow 





month reporting period of February-March is also up 9 
per cent, compared to the same period in 1952. 

“With all indicators pointing in the same direction, there 
can be no question that tea consumption in the U. S. is 
growing. Because of the period of time covered, we can be 
sure that consumption of hot tea is growing, as well as con- 
sumption of iced tea. 

“Last summer we had unusually hot weather, which always 
increases consumption of iced tea. We shall be comparing 
consumption this summer against the very high rate of last 
year. It will be interesting to see whether sales in the next 
six months will continue to rise in spite of last summer's 
peak. 

With his report, Mr. Hyde submitted tables showing im- 
ports and packers sales. 

The packer sales, as reflected by the Tea Council’s 
quarterly Tea Stock Survey, reached 100,759,000 pounds 
in the 12 months ending March 31st, 1953, compared to 
90.445,000 pounds the previous 12 months. 

First quarter packer sales this year hit 25,248,000 pounds, 
as against 23,812,000 in the comparative period of 1952. 

Robert B. Smallwood, chairman of the Tea Council, de- 
clared that “tea consumption in the U.S.A. is rising faster 
now than in any time in the past five years, and it will con- 
tinue to increase according to all signs. Americans in all 
walks of life are drinking more hot tea and more iced tea 
than ever before. 

His statements, Mr. Smallwood said, were based not only 
on reliable statistics, but on first-hand observations of all 
segments of the tea, grocery and restaurant trades. 

“Regional tea packers, smaller local packers, as well as 
importers all report a very healthy demand for tea,” Mr. 
Smallwood stated. ‘Grocers all over America tell us the 
same thing. So do restaurants and hotels. 

“We may yet live to see the U.S.A. become a tea-drinking 
country as it was in George Washington’s and Benjamin 
Franklin’s time,’’ he added with a smile. 

Samuel Winokur, president of the Tea Association of the 
U.S.A., saw in the current and continuing increase in tea 

(Continued on page 48) 
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White Rose Redi-Tea, 
liquid concentrate, 
launched in New York 


A new tea product has been launched in the New York 
. City market. 

Seeman Bros., Inc., used substantial newspaper adver- 
tisements to announce White Rose Redi-Tea, a bottled 
liquid concentrate. 

The product is mildly pre-sweetened. All the consumer 
need do to get iced tea is add ice water. It can be 
sweetened further and lemon added to suit individual tastes. 

Redi-Tea is aimed primarily at the iced tea market, al- 
though it can also be used for hot tea, Samuel Winokur, 
vice president of Seeman Bros., explained. 

As yet Seeman Bros. considers Redi-Tea an experiment, 
Mr. Winokur indicated. What will be developed as a 
long-term policy will depend on how consumers take to it. 

He said initial reactions, as reported by the grocery out- 
lets which had taken it on, were quite favorable, but it was 
too early to draw any conclusions. 

The concentrate is now being packed for Seeman Bros., 
although the company might decide to go into production on 
its own, if the situation warrants. 

The increasing significance of the convenience factor in 
consumer buying as indicated for example, by the success 
of instant coffee was behind the decision by Seeman Bros. 
to test the bottled concentrate. 

Redi-Tea was selling in the New York area at 19 cents 
for an eight-ounce bottle, 39 cents for the 16-ounce size. 

The concentrate is mixed with water in the proportion of 
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will be more difficult to win. 





IRWIN - HARRISONS -WHITNEY. INC. 


NEW YORK © PHILADELPHIA # BOSTON © CHICAGO « SAN FRANCISCO © SHIZUOKA (JAPAN) 





The Neglected Teen-Agers 


If the enjoyment and economy of drinking Tea is not made 
popular with this group now, not only will this present 


large market be missed but also their future patronage 


TEA IMPORTERS 


Convention reminders 
delight tea industry 


Reminders on the coming convention of the Tea 
Association of the U.S.A. have been delighting trade 
members. 

One notice was headed, in police poster style, 
“Wanted!” Below was a square of shining metal in u hich 
the recipient saw mirrored his own face. 

“This man is wanted at the Tea Association's 8th an- 
nual convention, September 27th to 30th, The Green- 
brier, White Sulphur Springs, W. Va.," read the copy. 

The notice also proclaimed a reward—in valuable 
morning business sessions, in afternoons of sport, games 
and relaxation, in evenings of entertainment, fellowship, 


fun and frolic. 








one ounce to a tall, ten-ounce glass of beverage. 

In addition to newspaper advertising, the campaign for 
Redi-Tea is scheduled for radio and TV spots, Mr. Wino- 
kur said. 

Opening ads hit hard on the convenience theme. “New 
‘Redi-Tea’ Makes Iced Tea—Instantly!” the ad proclaimed. 
“The sugar’s in—just add cold water, ice—and serve with 
lemon.” 


Stein, Hall president given award 


The national Council of American Importers, Inc., has 
presented a plaque for ‘‘distinguished service to the United 
States import trade” to Morris S. Rosenthal, former pres- 
ident and now senior councilor of that organization. 








Is your advertising hep? 








CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) © DJAKARTA (JAVA) * LONDON (ENGLAND) 


MEDAN (SUMATRA) ® TAIPEH (FORMOSA) 
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ideas that sell iced tea 





The Tea Council of the U.S.A., Inc., has published an 
82-page research report, “Ideas That Sell Iced Tea’’, the 
first authoritative analysis of ice tea consumer likes and 
dislikes. 

The report is the basis for the Council's 1953 iced tea cam- 
paign. It 1s available to the entire tea industry as a list of 
sales appeals that work. 

Four months in preparation, the results of this study 
were a key element in developing the iced tea spot com- 
mercials on television this summer. 

In getting set for this summer's iced tea campaign, the 
Tea Council and its advertising agency, the Leo Burnett 
Co, drew up a list of fourteen sales arguments for iced 
tea. The problem was to find which had the strongest con- 
sumer appeal, and in what order of importance, for the 
best possible one-minute and 20-second spots. 

The Tea Council therefore authorized a motivational re- 
search study to find out what people thought about iced 
tea, and even more important—w/y. Four hundred depth 
interviews were undertaken, of which 393 were actually 
completed. Each interview took over an hour, and was 
held in the respondent's home. 

The interview sample was divided about equally into the 
following control groups: men vs. women; south vs. east 
or middle west; regular drinkers vs. occasional drinkers. 

Interviews were held in Birmingham, Atlanta, Athens, 
Knoxville, New Orleans, Sarasota, New York, Chicago, 
Columbus, South Bend and Turtle Creek. Each interview 
was divided into two stages. The first part was an inquiry 
into the consumer's spontaneous attitude towards iced tea. 
In the second part, the major creative sales points for iced 
tea were presented to each respondent in the form of full- 
page 4-color comprehensives of magazine advertisements. 
It was found that the sales arguments rank as follows: 


Most Least 
Important Important 
ir ar 

Iced tea is refreshing 34 — 
It doesn't leave you thirsty 19 1 
It 1s economical 8 2. 
It is non-fattening, has no calories 8 17 
It has special taste—light and clean, 

not cloying 7 5 
It tastes good 5 3 
It picks you up 4 3 
It gives you the liquids doctors say 

you need in summer 4 11 
It cools you all the way down 3 5 
It is easy to prepare 2 
You can put iced tea in a pitcher to 

last the whole day 2 12 
It makes a tall, tinkling drink 2 14 
No bottles to clutter refrigerator, no 

empties to return 2 15 
Good for children and unexpected guests. — 9 

TOTAL 100° 100 


Regular drinkers gave away more specific reasons for liking 
iced tea than did occasional drinkers. Refreshing is the one 
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Waitress sings: "You need the summertime refresher.’ Man: "A 
glass of iced tea!" Waitress: “Doesn't leave you thirsty."—From one 
of the Tea Council's television spot commercials. 





word used most often by consumers to describe Iced Tea. 
Really quenches jour thirst was its second most important 
characteristic. The strongest so-called “health” appeal of 
iced tea is that it’s ‘not filling’’—you can drink all you want, 
you don’t get “bloated” it won't “hurt” you. 

Its lack of carbonation—"'doesn’t make you belch’ — 
was mentioned very often and almost always as a reason 
for liking iced tea. 

The thought that iced tea is non-fattening did not come 
out too often. It was expressed more by women than men, 
and almost exclusively by regular drinkers. It was some- 
times coupled with the negative thought: “Iced tea is less 
nourishing than some other drinks, no vitamins.” 

An ambivalent feature of ice tea is its taste. Those who 
like it love it as is; those who don’t say they wish it had 
more taste, and add lots of lemon and sugar to help it out. 

For the purposes of this study, the ideas to be tested were 
presented in the form of color comprehensive for magazine 
advertising. To produce television commercials for a test 
of this nature would have been tco costly. Since the Council 
was attempting to measure the effec iveness of the basic sell- 
ing ‘deas rather than the effectiveness of the techniques used 
to project these ideas, the use of magazine advertisements 
was probably an even more reliable measure. Experience 
shows that ideas can be tested by expressing them in printed 
form and the results will be valid for television use. Ex- 
perience also shows that it is not reliable to test television 
commercials by showing storyboards. And the various 
techniques of spot television might very well cloud the issue. 

The advertisements ranked as follows (if an ad kad been 
chosen first by all respondents it would have scored 100; if 
it had been last with all it would have scored 0): 


Refresher that doesn’t leave you thirsty 69 


Best refresher of them all 64 
No calories D 
Plenty of liquids 52 
Easiest way to make iced tea 32 
Cool-off pitcher 32 

The two top-ranking ads featured the “refresher” theme. 
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What sells iced tea? 

“In our opinion, effective advertising depends upon 
two things—the ‘what’ and the ‘how’—what the thought 
is and how it is presented. Another way of saying this 
is, ‘What is the motivating idea which will impell people 
towards our product, and how can we technically present 
this idea in the most effective manner?’ 

“The Tea Council set out to find ‘the big idea—the idea 
that most people would identify with iced tea and would 
respond to. The result is the study ,"Ideas That Sell Iced 
Tea’ which we feel has been of tremendous value to the 
Tea Council, and will be of real help to the tea in- 
dustry.” 

—Anthony Hyde, Executive Director, 
Tea Council of the U. S. A., Inc. 








The number 1 ad given a ‘reason why” in the headline. 
In fact, the “reason why” was so strong in this ad that 47 
per cent of the respondents commented on it, compared to 
31 per cent who mentioned the refreshment angle. The 
third and fourth ads—with “health” themes—provoked a 
response which indicated the ideas had not been presented 
in a broadly acceptable form. These ads also lacked the 
same degree of believability as the refreshment appeal. 

The last two ads were conceived as ‘‘service’’ advertise- 
ments. Of these two, the easiest way to make iced tea was 
preferred by women because it featured a “how to do it” 
theme while the headline in the other talked about the 
“problem.” 

There was a remarkable corroboration of people's reactions 
to the six test advertisements and their previous statements 


on their attitude towards iced tea. From the two other parts 
of the survey, it has been possible to isolate, in order of 
importance, the most compelling arguments for drinking 
iced tea. And it has been possible for the agency to develop 
TV commercials which they know, in advance, will do a 
hard selling job on most people they reach. 

Results of this research project will also be extremely im- 
portant in the Council's publicity and promotion activities. 


Food writers at New York 
iced tea party see new 


ways to prepare beverage 


About 150 of the country’s leading food writers, editors 
and commentators gathered at the outdoor terrace of the 
Hotel Sulgrave, New York City, for an iced tea party 
tendered by the Tea Council of the U.S.A. 

The writers watched iced tea being brewed in different 
ways, tasted iced tea made according to new recipes, and 
previewed a new television film on how to make iced tea. 

Star of the film is Charles F. (Hutch) Hutchinson, re- 
tired U.S. Supervising Tea Examiner. 

The press party was the climax event of a nationwide 
publicity campaign for Iced Tea Time. 


E. W. Payne in new offices 

E. W. Payne, tea broker formerly located at 80 Wall 
Street, New York City, has shifted to 120 Wall Street. 

He has space in the offices of the Mukamal Co., importing 
and exporting firm. 





Branch Sales 
Offices: 
BOSTON 
CHICAGO 


SAN FRANCISCO 














Cea Importers 


HENRY P. THOMSON, INC. 








120 Wall Street 


New York 5, N. Y. 


Member: Tea Association of the U. S. A. 
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With this issue, Coffee & Tea Industries renews the Tea 
Leaves department, founded by the late Robert A. Lewis, 
fe time president of the Tea Association of the U. S. A. 

During the five years he conducted the department in 
these pages, Mr. Lewis developed it into a forum for tea 
ideas. He invited guest articles on stimulating subjects by 
leading members of the trade. 

The new Tea department will, we hope, carry on in that 
tradition—as a year 'round forum for the tea industry. 

We want to acknowledge the inspiration for the men and 
the subjects appearing in Tea Leaves this month and for 
several months to come. They were suggested by the rousing 
forum session at the last Tea Association convention, con- 
ducted by C. William Felton. 

We look for this Tea Leaves department to become an 


Tea leaves 





arena for a give-and-take of constructive opinion. If you 
have any subjects for future guest articles, let us know. 

Russell W. Field, ]r., author of this month’s Tea Leaves 
article, is a New Englander who, after graduating from 
Brown University, worked for the American Steel and Wire 
Co., Donora, Pa. In the spring of 1941 he was, as he puts 
it, reluctantly drafted and became a visitor in Italy through 
the courtesy of the Air Force. 

After his release in 1945, he joined the Brownell & 
Field Co., Providence, R. 1., coffee and tea packers, as as- 
sistant general manager. He is now assistant Secretary ana 
, production manager. 





simplifying tea package sizes 





By RUSSELL W. FIELD, JR. 


Those of us who sell a branded package of tea are in- 
tensely interested in Mrs. Consumer. The first question 
we ask ourselves is “Does she like our tea?’ The second: 
“Does she like our package?” 

We want her to buy ovr brand of tea. 

Certainly, there are lots of persuasive advertising, beguil- 
ing deals, money-saving coupons, and all the other adjuncts 
to properly direct her interest to the right tea. But, let’s 
look beyond this point. What does she really see when she 
picks your brand of tea? Does your line of tea carry four 
different packs of tea bags and three or four sizes of loose 
tea? Are you including special kinds of tea, not just your 
regular Orange Pekoe and Pekoe, cut back tea—but mixed 
tea, Formosa tea or others? 

The housewife you've convinced to buy your brand 
could be confused right at the moment she’s about to pick 
your tea? And, don't forget, all the other brands are trying 
to present the same lines cf teas. 

Tea men won't like to hear mention of another some- 
what competitive beverage, but how many different kinds 
of a single brand of coffee do you find? And, generally 
speaking, how many different size packages do you find? 
Certainly not four! You may see two or three grinds, but 
they are usually in the same size package, at the same cost, 
and the package difference is somewhat self explanatory, 
in that the maker you use at home indicates the grind you 
need. 

Incidentally, that quicker, easier (but perhaps less flavor- 
some) form of this particular beverage started out with dif- 
ferent types of both pure instant coffee and carbohydrate 
coffee product, as well as many different packs. However, 
instants now seem to be settling down to two sizes of one 
type. But, not tea! 

Basically, tea is a profitable item in that land of diminish- 
ing returns, the food store outlet. There's going to be an 
increasingly hard job to convince the smart store operator 
to continue to allocate the shelf space to tea that he presently 
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does—unless that department shows greater turnover. Shelf 
space is capital, and no operator can afford to have his tied 
up in slow-moving items. 

Slow movement from the shelf definitely operates against 
the best interests of tea. It is a delicate product, and time 
and money is spent to maintain the quality and particular 
characteristics of your blend. But the package has yet to be 
adopted which will prevent deterioration of a product as 
sensitive as tea. All the compelling and cumulative effects 
of advertising and merchandising your tea can be lost if the 
ultimate consumer does not get the product she expects and 
that you have tried to place in her hands. 

Nearly four years ago the Junior Board of Directors of 
the Tea Association raised the question of establishing an 
advertising fund in which both packers and growers would 
participate. Subsequently, the Tea Council was established. 
Their work has been carried out most successfully. 

Basically, the Junior group was concerned with means of 
increasing the use of tea. Two years ago a committee from 
the group established from its findings that fresh tea was 
of the utmost importance, and uniformity in the count of 
tea bags and bulk packages was equally important in increas- 
ing the popularity and usage of tea. 

At this point, I'd like to borrow rather heavily from the 
Junior Board's report, which showed that industrywide 
growth in the tea business could be accomplished through an 
all-out industry effort to make available FRESHER TEA 
FOR THE TEA DRINKING CONSUMER with LESS 
CONFUSION AT THE POINT OF PURCHASE. Two 
steps were outlined for positive action to accomplish these 
objectives: 

1. Reduction in the number of package sizes to eliminate 
confusion for the consumer at the point of sale. 

2. Greater acceptance and support for tea by chain store 
outlets and smaller retailers through reducing the number 

(Continued on page 48) 
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Heaviest frost in 20 years 
cuts Japan’s first crop 
tea production by 30% 


Japan's heaviest April-May frost in 20 years has cut 
this seacon’s first crop tea by about 30 per cent. 

This report was issued by the newly formed Japan Tea 
Exporters’ Association, Shizuoka. 

The Shizuoka prefecture, biggest tea growing 
Japan, emerged from the frost with an estimated 
30,009,000 pounds. 

Shizuoka grows 70 per cent of Japan’s tea and 


95 per cent of the country’s shipments. 


area in 
loss of 
exports 
Prices have risen 30 to 50 per cent, compared to this 
reason last year. As a result, domestic and foreign buyers 
were reluctant to act during the first crop season. 

The associaticn said that some foreign tea buyers, who 
arrived in May expecting to buy in considerable quantities, 
purchased only their minimum requirements. They are re- 
ported to be watching the coming summer crop closcly. 

Green teas being shipped to North Africa were in the 
main last year’s crop. 

Measures to coun.er the frost damage were taken quickly 
under the guidance of local government bodies. As a 


result, the associaticn expects, from the second crep larger 
quantities and better qualities for the United States, Can- 
ada, Nerth Africa and other markets. 

A number of Japanese tea exporters are visting African 
and European markets to study their needs and to pro- 
mote consumption of Japanese teas. 

The organization is encouraging further improvement in 


the quality of Japanese tea for export. Early in August a 
“Competitive Show on Export Tea’ will be held to further 
this end. 

In 1952, Japan exported 21,405,270 pounds of green tea, 
258,335 pounds of black and 11,900 pounds of cther teas. 


E. T. C. Holmes flying home 
after 4 week visit in U. S. 


E. T. C. Holmes, representative of Balmer Lawrie & Co., 
Ltd., Calcutta, left by plane last month for Dublin and 
London after a four week visit in the United States and 
Canada. 

Mr. Holmes said there clear 


better tea season ahead, as compared to last year, with 


were indications of a 


demand showing greater strength than a year ago. 

He felt the London auctions were having a favorable 
effect on the market. 

During his stay in the United States 
visits to San Francisco, Los Angeles, Boston, Baltimore and 
New York—Mr. Holmes noted particularly that there was a 
general demand in this country for good quality tea. 

While in New York, Mr. Holmes made his headquarters 
at George C. Cholwell & Co., Inc., agents for Balmer Law- 
rie & Co., Ltd. 


which included 


Diziki named to Tea Association Board 
Joseph Diziki, vice president of the Carter, Macy Co., Inc., 
has been named to the board of directors of the Tea As- 


sociation of the U.S.A. 
He fills the unexpired one and a half year term of the 


late Herbert C. Claridge. 
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Formosa to subsidize 
oolong, black tea 
output for U. S. market 


Output of tea on Formosa will be shifted to emphasis on 
oolong and black teas. 

This was reported last month by an authoritative source 
which idicated that the government of Formosa, or 
Taiwan, wants to encourage teas suitable for the United 
States market. 

The encouragement will be in the form of subsidies for 
oolong and black tea production. It is hoped the measure 
will bring these Taiwan products to a workable basis—in 
quantity, quality and price—for the American market. 

Taiwan's producticn has in the main been green tea for 
North Africa. 

With the implementation by the Taiwan Provincial 
Government of a working plan for the multiplication of 
8,000,000 tea seedlings, the three-year program for the 
rehabilitation of Taiwan's tea industry entered its third 
and final year. 

Since the program was initiated in 1951, the Joint Com- 
mission on Rural Reconstruction has continously supported 
the rehabilitation project. J.C.R.R., according to a Taipei 
report, has earmarked NT$1,440,000 for the implemen- 
tation of the final phase of the program. 


H. E. Lawrence, Fresh Air Fund alumnus 


himself, endows four vacations for children 

Each year, from now on, four needy city children will 
have a vacation in the country—through the generosity of 
a 76-year old alumnus of the Herald Tribune Fresh Air Fund 

H. Edward Lawrence, grand old man of tea and chairman 
of the board of George C. Cholwell & Co., Inc., leading 
tea firm, never forgot the vacations the Fresh Air Fund 
gave him when he was young. 

Now Mr. Lawrence has donated $2,400 to the Fund—a 
sum which endows four vacations for needy children in 
perpetuity. 

He gave the four $600 vacation funds in the names of his 
grandchildren—Edward, Eileen, Gregory and Mary Hunt, 
children of his daughter, Mrs. Elizabeth F. Hunt, of 
Brooklyn, N. Y. 

Reporting’ the donation, the Herald Tribune published ‘a 
four column picture of Mr. Lawrence with Mrs. Hunt and 
grandchildren. 


Since he attained success in business, Mr. Lawrence has 


Many food and equip- 
ment companies join- 
ed the Tea Council in «™ 
promotion of Iced Tea 
Time. Here is a seg- 
ment of the demon- 
stration kit containing 
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also sent many gifts to families he stayed with in his youth 
on Fresh Air Fund vacations. He still sends gifts to 
their lone survivor, a 86-year-old woman. 


Says urn simplifies bulk tea brewing 


Bulk brewing of tea, an answer to restaurant and in- 
stitutional needs, can be done easily with its Tri-Saver urn, 
it is claimed by S. Blickman, Inc., Weehawken, N. J. 

The patented stainless steel filter has a specially-con- 
structed bottom which filters the brew edgewise, by capil- 
lary attraction, it was stated. 

Tea is placed in the filter and boiling water poured or 
syphoned over it. The brew filters into the liner below 
and is dispensed through the draw-off faucet. For iced tea, 
larger amounts can be drawn off into pitchers or other 
containers. This greatly simplies preparation and service. 

Tri-Saver urns are available in capacities from three to 


ten gallons, The same urn can be used for brewing coffee. 


India eases controls on parcel post tea samples 

Tea may now be exported from India by parcel post in 
packages of up to ten pounds without prior export license. 

Formerly parcel post packages containing more than 
one pound of tea were subject to India’s export licensing 
controls. 

The new provision should facilitate shipment of tea 
samples to prospective buyers in foreign countries, in- 
cluding the United States. 
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tea sales in U.S. continue to grow 
(Continued from page 41) 








_ drinking by Americans in all walks of life an indication of 
_ the soundness of the cooperative program now being carried 
_ on by the producing countries of India, Ceylon and Indonesia 


with the Tea Association of this country. 
“We believe that the increase we have achieved so far is 


only the beginning,” he emphasized. ‘‘We are already much 
| more of a tea-drinking nation than is generally recognized, 





and the swing to tea is now unmistakable.” 

Mr. Hyle predicted that Americans will drink more tea 
this year than they have in a generation. 

“Reports from every segment of the tea trade,” Mr. Hyde 
stated, ‘'and our statistical analysis, just completed, show that 
the swing to tea which began in the spring and summer of 
1952, was maintained through this past winter.” 

Many factors have gone into this increase, Mr. Hyde de- 
clared. He added that fundamentally, however, it must be 
a reflection of one of those basic trends in American con- 
sumer preferences which have so often emerged in American 
marketing. 

“Unusually warm weather of the summer of 1952 was a 
contributing factor in increasing iced tea consumption,” he 
admitted. “But our statistics now clearly show that the rise 
which began about that time was extended and maintained 
through the ‘hot tea’ months of the winter of 1952-1953. 

“I do not believe the fact that tea costs far less than com- 
peting beverages has been an important factor. Americans 
are turning toward tea because in their homes, and in 
restaurants, they are beginning to learn that it is a wonnder- 
ful beverage, ideally in tune with requirements of American 
living.” 

Mr. Hyde felt a basic influence must have been the 
cumulative impact of the Tea Council's campaign, directed 
to the American consumer, grocer and restaurateur. 

“We must, therefore, interpret these statistics as a directive 
to continue, and expand, the pattern of tea promotion ac- 
tivities which the Council has developed,” he declared. 


simplifying tea package sizes 


| (Continued from page 45) 





of standard package sizes to be displayed at the point of 
sale. 
Certain sizes, namely, the approximately 13g ounces 


| package tea and the eight-count tea bags, do not reflect good 


| values for a tea consumer. 


Originally, the “ten’’ package 


| tea and the “eight” tea bags were created to be ten-cent 


sellers. Changes, cost-wise, of both the product and the 


| packaging materials have removed these items from the 


ten-cent field and today necessitate their being sold at 
awkward and unattractive prices. These sizes do not promote 
tea to the point of becoming a family mealtime beverage, 
because of their quantity limitations. 

It seems logical that promoting the next larger size would 
stimulate the use of tea and create larger unit sales volume 


| with increased savings and profits for consumer, retailer 


_ and packer. 


° STANDARD BRANDS INCORPORATED | 
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Further research by the Junior Board’s Committee found 
that in corporate chain outlets, the chain’s private label tea 
was not packed in the “ten” size package or in the “eight” 

(Continued on page 50) 
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Packaging 





getting optimum performance 


from filling equipment 





Small losses make the difference between average and 
optimum performance on the packing line, Edward J. Lee, 
technical assistant to the director of manufacturing and en- 
gineering, General Foods Corp., declared at the 1953 Pack- 
aging Conference. Mr. Lee was chairman of the panel on 
Getting Optimum Performance from Filling Equipment.” 

The filling machine—the machine that measures out the 
product for the consumer and frequently sets the pace for 
the line—is an ideal place to begin to stop these losses and 
plug the profit leaks, he said. To operate equipment at the 
maximum accuracy and capacity consistent with maintenance 
cost, container damage and changeover time, Mr. Lee sug- 
gested the following: 

1. Select the equipment best suited to your need. Com- 
pare the various types of equipment available. Examine 
them in the field; “ask the man who operates one.” Test 
your product at the manufacturer's shop or in your plant. 
Selection of equipment on this basis, according to Mr. Lee, 
will “avoid the impulse buying that your merchandise 
manager is trying to promote at the retail level.” 

2. Establish indexes for performance in terms of ac- 
curacy and capacity. Accuracy of filling in the past has 
been considered secondary to capacity. Mr. Lee said, but 
“I believe this is unfortunate and wrong. I believe the 
spot-light being turned on this phase of filler operation by 
higher costs and shrinking profit margins confirms this 
belief.” 

Manufacturers’ statements of machine accuracy can be 
used as a guide, according to Mr. Lee, but manufacturers 
are often limited in their facilities for testing and must 
use approximations. In submitting samples of your product, 
send several, representative of the range of physical varia- 
tion, he suggested, and in requesting weight accuracy state- 
ments, ask for the limits that will include two-thirds of the 
individual weights. 

Close and accurate supervision of filler operation and of 
product characteristics are the key to accuracy, Mr. Lee said. 
Control methods do not in themselves adjust the filler or 
indicate the reason for an out-of-control condition. ‘The 
well trained operator well supervised is our only recourse 
today, he pointed out. 

Control of the physical properties of the product, par- 
ticularly apparent density and flow characteristics, is a uni- 
versal requirement for accuracy, Mr. Lee said. Where 
measuring is done by the container itself, dimensional ac- 
curacy is essential. “This is a problem for your supplier 
and you will find he can usually do better if you insist,” he 
added. Control of filler accuracy during operation can be 
improved by appropriate sampling methods. 

The value of improved accuracy, according to Mr. Lee, 
can be determined from the cost of the product. A conflict 
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between speed and accuracy often can be reconciled by 
equating the possible losses due to overweight with the pos- 
sible gain due to reduced labor and overhead. Where 
product value is high, small gains in accuracy can be valu- 
able. 

To judge the capacity performance of a filler, use the 
calculated efficiency of the machine before attempting to 
judge the performance of the filler itself, Mr. Lee ad- 
vised. Calculate an efficiency for the entire line by dividing 
the actual production by speed per minute multiplied by 
480 minutes per eight-hour shift. If normal output is not 
90 per cent of theoretical, “you have a job on your hands. 
If it is not 95 per cent you have no reason to be complacent.” 
The best way to find out where capacity is being lost, he 
said, “to use a high stool and a stop watch.” 

3. Control your product and exert every effort to elimin- 
ate unscheduled maintenance. Eliminate oversize pieces of 
material from the product and use uniform containers to 
avoid smashups, Mr. Lee suggested. Establish and properly 
administer standards for timing and substitute for competent 
maintenance personnel.” Control changovers so that exces- 
sive time is not consumed by the change itself and by final 
adjustments made after production has supposedly been re- 
sumed. Proper storage of change parts is essential, and 
color coding is frequently advantageous. 

Visual observation of equipment and container adjust- 
ment is sufficient to detect faults at machine speeds of 60 
cycles per minute or less, he declared. At speeds of more 
than 350 a minute, the stroblite is effective. In the middle 
area, into which most packaging equipment is progressing, 
observation is more difficult. Some manufacturers are using 
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To give Aborn's Coffee bag a quality appearance more in keeping 
with the premium grade coffee inside, the design was recently re- 
fined. Scripts were lightened and smoothed out on new bag (right) 
while the reverse type was reset in classic transitional Roman face. 
Arkell & Smiths supplies the bag to Arnold & Aborn. 
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motion pictures; some test runs of carefully selected con- 
tainers. 

After capacity indexes and accuracy standards have been 
established, efficiency is above 90 per cent, and the desired 


accuracy has been achieved, then, Mr. Lee said, speed may 


be increased. This way of increasing capacity should not be 
resorted to until accurate, efficient operation has been estab- 
lished, he warned. 

Obtaining optimum performance from filling equipment 
is an operating problem that requires the cooperation of 
management, engineering and purchasing, Mr. Lee con- 
cluded, adding that there are no short cuts. 


Continental Can buys Shelimar products 

The sale of the flexible packaging business of Shellmar 
Products Corp., Mt. Vernon, Ohio, to the Continental Can 
Co., Inc., has been approved by the directors of the two 
companies, it was announced by General Lucius D. Clay, 
Continental board chairman. 

Shellmar's flexible division is a leading converter of 
cellophane, polyethylene, pliofilm, acetate, foil and various 
laminated and coated products, with plants at Mt. Vernon 
and Zanesville, Ohio; Southgate, Calif.; and Columbus, Ga. 
It also has five operating companies in Latin America, as 
well as affiliates in other foreign countries. 

The Self-Locking Division of Shellmar, which manu- 
factures set-up and molded egg cartons, is not included in 
the transaction and will continue to be operated under its 
pre-ent management. 

It is contemplated that the name of the Shellmar Products 
Corp. will be changed to the Self-Locking Carton Corp., 
and the Shellmar name will be acquired by Continental. 
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Goodyear, American Bag, Betner 
join in promotion of Pliofilm 
lined paper bags for coffee 


A plan to promote use of pliofilm-lined paper bags for 
coffee and other products has been undertaken jointly by 
the Goodyear Tire and Rubber Co., and two of the nation’s 
leading bag manufacturers the American Bag and Paper 
Corp., Philadelphia, and the B. C. Betner Co., Devon, Pa. 

The protection afforded by Goodyear’s Pliofilm against 
moisture, grease and air qualify it as an ideal packaging 
material for coffee, spices and other products, it was stated. 
The light weight but high strength of the film in combin- 
ation with kraft papers insures against package breakage and 
offers many savings to manufacturers. 

Details of this packaging development and plans for its 
promotion were discussed at a recent day-long conference 
in Akron’s Mayflower Hotel. 

Attending the meeting were Gene Pavitt, general sales 
manager of the American Bag and Paper Corp.; G. S. Haney, 
formerly of Goodyear and now representing the B. C. Bet- 
ner Co.; and district managers and sales personnel of 
Goodyear’s films, foams and flooring division. 


Meelfeld now sales promotion manager for Gair 

William T. May, Jr., vice president in charge of con- 
tainer operations at the Robert Gair Co., Inc., New York 
City, manufacturers of folding cartons, paperboard and 
shipping containers, has announced the appointment of 
Paul C. Meelfeld as sales promotion manager for that di- 
vision. 


simplifying tea package sizes 
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count tea-bag size. This observation further substantiated 
the committee's thinking on this subject. 

In the case of one-pound package tea, most areas indi- 
cated, despite some seasonal influence, that the large package 
had limited purchasers. Slow sales movement reflects a 
freshne:s loss in the tea resulting in reduction of the prod- 
ucts end use by consumers. Tea must be fresh to win new 
users and keep old users, thus stimulating the product's use 
as a mealtime beverage. 

There is much confusion at this time in the minds of those 
who both buy and sell tea at the retail level. The many 
sizes, shapes and weights in each brand confuse the con- 
sumer at the point of purchase and more often than we wish 
to admit, sales are lost. The retailer, by the same token, 
refuses to give the proper shelf space to merchandise the 
great variety of sizes and brands. 

Certainly, the advantages of simplification far outweigh 
the few disadvantages raised when you fully consider the 
terrific amount of money being spent, through the Tea 
Council and by individual packers, to publicize tea. With 
all the emphasis which is being placed upon tea today, it is 
most necessary that package sizes be considered as a starting 
point in an overall program of uniform sizes. Further, the 
objectives are simple and direct, but fundamental, if tea is 
to assume its rightful position as a mealtime beverage in 
America. 

(Continued on page 63) 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


Spice leaders swing their partners at ASTA's barn dance. That's 


President John J. Frank (right) and William L. MacMillan (left). 


ASTA convention reelects John J. Frank 


Tighter allowances have been set on pepper imported 
into the United States under standard American Spice Trade 
Association contracts. 

This action was taken at the 47th annual convention of 
the association, held at the Bedford Springs Hotel, Bed- 
ford, Pa. 

Former ASTA standard contracts required allowances to 
be made for garbled Malabar black pepper containing 
over one per cent of extraneous matter or two per cent of 
light berries. In all other pepper the tolerance was two 
per cent for extraneous matter, three per cent for light 
berries. 

The Bedford Springs conclave voted an amendment pro- 
viding that a// black and white pepper must now adhere to 
the specificaticns for garbled Malabar black. 

More than 200 spice men and their wives gathered at 
the modernized resort hotel for the ASTA convention. The 
sports program startcd slow, with rain on Sunday, but 
wound up in full swing on a clear, sparkling Wednesday. 

In the meantime, ASTA’s streamlined business sessions 
tackled elections, contract amendments and changes in by- 
laws. 

John J. Frank, of The Frank Tea & Spice Co., was re- 
clected president. Gerrit Leonard, of C. M. Van Sillevoldt, 
Inc., was named for another term as vice president. 
Michael F. Corio, of M. Rothschild & Co., Inc., was re- 
elected treasurer. 

Named to the board of directors were T. Bernard Jones, 
of the R. T. French Co., and Frank G. Mabbs, of the Otto 
Gerdau Co. Mr. Jones had been on the board as head of 
the Grinder’s Section. 

William L. MacMillan, of the Woolson Spice Co., was 
elected chairman of the Grinders Section to succeed Mr. 
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ASTA election. From left: 


Jones. Continuing for another term are Donald A. Sayia, 
of A. A. Sayia & Co., as chairman for the Agents and 
Brokers Secticn, and John A. Sherman, of the A. C. Israel 
Commodity Co., Inc., as chairman of the Dealers Section. 

On the new arbitration committee elected by the con- 
vention are Walter D. Archibold, Jacobus F. Frank, William 
E. Martin, Harry J. Schlichting, and John A. Sherman. 

The arbritration committee alternates are H. Resck, 
Thomas F. Burns, John P. Fochtman, Samuel Kaltman, Karl 
H. Landes, E. H. Sennhauser and Walter L. Willner. 

Ernest H. Winter continues as ASTA exccutive secretary. 

The annual meeting heard a report on spices and gov- 
ernment regulaticns by Frederick K. Killingsworth, acting 
chief of the New York district of the Food and Drug Ad- 
ministraticn. 

At the wind-up banquet, world peace was discussed by 
Dr. Ali Sastroamidjojo, Indonesian ambassador. 

A quick glimpse of some of the results of the association's 
public relations program was presented by Bernard Lewis, 
ASTA’s publicity counsel. Two of the home economists 
in his organization gave the convention a first hand picture 
of their operations on behalf cf spices. 

The convention demonstrated its support to both the re- 
search and the public relations program by voting to con- 
tinue for another year the financial contributions through 
the invoice—stamp system. 

At this convention, as was true last year, ASTA tapped 
its own resources for entertainment—and came up with a 
trilogy of playlets which had conventioneers gasping with 
laughter. 

Titled ‘The Giftie’’, the trilogy took its theme from the 
Robert Burns lines, "O, wad some power the gift gie us, 
The result was something 
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Take a tip from ASTA 


The American Spice Trade Association, not one of 
the country’s biggest trade organizations, rates near the top 
in output per publicity dollar, output per research dollar 
and output per convention day. 

Here's how it works out at ASTA conventionss 

1. Sessions and other events start on time. 
preface business sessions, start three quarters of an hour 
before gavel rap. Floor marshalls, rotated among ASTA 
members, shepherd conventioneers to right places at right 
time. 

2. Sessions are productive. Committee reports are 
mailed out weeks before the convention, are not read 
at the sessions. Instead, reports are discussed. Members 
ideas are carefully thought out, instead of off-the-cuff 
opinions. 

3. Entertainment is home-grown. In the main, ASTA 
digs into its own talents for stage fun, Result is a pro- 
gram with zest and pertinence no professional could ap- 
proach. Productions are astonishingly smooth, crisp. 


Movies 








that only spice people could have created and only spice 
people could fully enjoy. 

Complete with playbill, the trilogy opened with ‘‘After- 
noon in Hades’, a hilarious take-off on a lecture by a spice 
man at a woman's club. In this cast were Michael Corio, 
Jean Leonard, June Keogler, Peggy Sayia, Ethel Sayia and 
Betty Corio. 

Then came ‘The Adventures of Patricia Pepperberry’”’, an 
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illustrated lecture by Kitty Frank, wife of ASTA President 
John J. Frank. This protrayal of the life of a peppercorn 
will be remembered, and, chuckled over, by members of the 
spice fraternity at conventions for years to come. 

The third skit was called ‘The Bored Directors’, a de- 
liciously satirical piece played by Tom Burns, Harry Sch- 
licting, Al Keogler, Ken Frazer, Sam Kaltman, Bob Sayia, 
John Sherman, Don Sayia and Gerry Leonard. 

In the annual softball match between the grinders and 
the agents and dealers, played on the lawn in front of the 
hotel, the grinders came out on top. This brought the prompt 
charge that the grinders had brought in a “‘ringer’’, a bellboy 
who an alert grinder had discovered was a softball whiz. 

Captain of the grinders was John A. Frank. At the helm 
of the agents-dealers team was Al Keogler. 

Golf topped the sports events, with the tournament getting 
underway Tuesday and developing keen competition on Wed- 
nesday. Chairing the golf arrangements was William J. 
Martin. 

First low gross winner was Ted Miles, while John A. 
Sherman was top man for low net. J. C. Haigh was second 
low gross, and Tom Milchrist was second low net. 

The Martin family managed to get in among the winners. 
William E, came through for third low net. 

A trophy for the shot landing nearest the pin went to 
James R. Heller. 

Events for the ladies included archery, shuffleboard, put- 
ting, croquet, bridge and canasta. 

The sports side of the convention was launched with a 
splash at a midnight swim in the hotel's indoor pool Sun- 
day night. 

The social program opened with a reception Sunday eve- 
ning tendered by ASTA’s board of directors. It continued 
with hospitality parties at noon each day, picked up momen- 
tum at a costume barn dance Monday night and was clim- 
axed by the annual reception and banquet Wednesday night. 

The spice men lauded the convention as one of the best 
yet. The committee in charge included Gerrit Leonard, 
chairman, assisted by Emeric Balint, Thomas F. Burns, Mi- 
chael F. Corio, Kenneth G. Frazer, Albert E. Keogler, 
William J. Martin, Mrs. Kitty Frank and Mrs. Peggy Sayia. 

Working with the committee, enthusiastically and inde- 
fatigably, was Ernest H. Winter, ASTA executive secretary. 
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FEMA weighs government moves on flavors 


By ROBERT LITWIN 


Dr. John W. Sale, director, Food and Beverage Division, 
Food and Drug Administration, took the occasion of the 
44th annual convention of the Flavoring Extract Manu- 
facturers’ Association to reveal his plans for retirement. 

Following his talk on “Miscellaneous Items from the 
Food and Drug Administration,” in which he noted court 
decisions as guides to proper labeling and avoiding adultera- 
tion, Dr. Sale was given a standing ovation for his years 
of cooperation and service to the flavor industry. He will 
retire September Ist. 

Speaking at the afternoon session on the third day of the 
convention in Atlantic City’s Traymore Hotel, Dr. Sale 
pointed out that you need not be engaged in interstate com- 
merce with respect to a misbranded item to be guilty under 
the Federal Food, Drug and Cosmetic Act. 

The four-day conclave, balanced with intensive sessions 
and gay social events, brought to some 165 delegates the 
complete picture of economics and technology affecting the 
industry today. In his annual president's report, W. G. 


Grant, of the National NuGrape Co., Atlanta, told as- 
sembled manufacturers of the threat to the industry of gov- 
ernment-made standards. 

“You may or may not be aware,” Mr. Grant declared, 
“that our industry stands a very good chance of having 
standards forced upon it, and this is a matter which your 


board has already discussed. It is felt that when and if 
the department in Washington makes its move, we are 
going to have to spend a great deal of time and effort in 
seeing to it that standards suitable to our group are adopted. 
This will also require the expenditure of a considerable sum 
of money.” 

Touching on the financial side of association activities, 
Mr. Grant said, ‘The board of governors has given a great 
deal of consideration to our financial condition and it was 
only after lengthy discussions that an increase in our dues 
was deemed necessary.” 

John S. Hall, of Hickey & Hall, Chicago, attorney and 
executive secretary of the Association, reviewed current bills 
before Congress and state legislatures that affect the flavor- 
ing extract manufacturer. 

“During the past year,” he said, “Congress and 44 states 
convened in regular session. Two states convened in special 
session. I don’t believe that ever before in the history of our 
Association have so many bills been introduced in Congress 
and the various legislatures which in some manner or form 
reflect not only upon our industry, but all industries. Some 
1,673 bills have been introduced in Congress and the various 
state legislatures which directly involve the food industry.” 

The need for trained personnel and methods for educating 
food technologists were brought to light by Dr. Ernest E. 
Lockhart, of the Department of Food Technology, Massa- 
chusetts Institute of Technology. Building up a case for 
personnel well-grounded in research and study, Dr. Lock- 
hart pointed out: 

“Your sales depend not only upon the quality of your 
flavoring materials as you produce them, but upon their final 
effect on the consumer after they have passed through a 
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FEMA's new officers. From left: Vice President Edward N. Heinz, 
President William H. Hottinger, Secretary L. P. Symmes, retiring 
President W. Gordon Grant. 


wide variety of manufacturing procedures. Although your 
first sale to a food manufacturer is an important victory in 
the battle between producer and customer, the battle is not 
completely won until the manufacturer can produce a satis- 
factory product with your flavors. The greater the knowledge 
and experience with food manufacture each of you has, the 
better you will be able to assist your prospective customers 
in the proper use of flavors and to prevent failures in new 
food product development.” 

Food technologists educated at MIT, according to Dr. 
Lockhart, “have a training that fits’ the needs of manu- 
facturers in hitting upon a formulation and process ‘‘that 
brings out the fine qualities you know your products to 
have.” 

Dr. Lockhart invited the assembled flavor extract men to 
work closely with MIT's Department of Food Technology. 
“We will accept any challenge your industry may have to 
offer and do our utmost to demonstrate the fact that food 
technologists can contribute to the growth, development and 
progress of the flavor industry.” 

On the more technical side, Roderick K. Eskew, assistant 
head of the Food and Nutrition Division, U. S$. Department 
of Agriculture, revealed “Recent Developments in the Re- 
covery of Volatile Fruit Concentrates.” 

“For years men have tried to capture and hold the 
elusive fragrance of fresh fruits,’ Mr. Eskew stated, adding, 
“usually with disappointing results.” His department's 
work in this field, he revealed, ‘was undertaken with the 
object of obtaining the aromas in concentrated unaltered 
form. This would enable their restoration to juice con- 
centrate which would yield the equivalent of fresh fruit 
juice upon the mere addition of water.” 

Mr. Eskew spoke of early attempts—logical in concept 
but unsuccessful in application—to concentrate fresh fruit 
juices under vacuum and recover the volatile flavors by con- 
densing the vapors at low temperatures; perhaps redistilling 
the condensate to further concentrate the flavor. The draw- 
back to these experiments, he pointed out, was in the fact 
that “‘all fruit juices contain dissolved air or other gases and 
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in any further recovery system they must be vented since 
they do not condense.” 

Apparatus developed to recover apple essence in concen- 
trated substantially unaltered form was then described by 
Mr. Eskew. He used slides to explain the operation of an 
carly apparatus and the latest device to produce concen- 
trates. He indicated that the newest apparatus has been 
used “with good success in making essences from apples, 
grapes and cherries.” Applicable to many other juices, ac- 
cording to Mr. Eskew, the apparatus ‘‘will permit the making 
of high-fold essence with good recovery because of the 
system used in treating vent gas.” 

Mr. Eskew closed his talk with a welcome to the manu- 
facturers to offer suggestions ‘you may have as to how the 
utility of this work (on concentrates) can be extended by 
adapting it to the need of your industry.” 

Motor freight rates 

Considerations upon which motor freight rates are based 
were explained in an address by H. C. Wilson, member of 
the National Classification Board, American Trucking As- 
sociation. Advising manufacturers to rely on the judgment 
of reputable box manufacturers in planning adequate ship- 
ping containers, Mr. Wilson also enumerated the criteria for 
setting rates on their motor shipments: (1) weight density 
(weight per cubic foot of space occupied); (2) value per 
pound (wholesale or shipping value) ; (3) competition with 
and relation to other commodtties provided for; (4) sus- 
ceptibility to damage, or its liability to damage other freight. 

Mr. Wilson outlined the problems involved in setting 
motor-freight rates and explained why, for instance, vanilla 
extract carries the same rate as an imitation flavoring one- 
third its market value. Problems of grading prohibit narrow 
classifications, he indicated. 

“Restore Freedom of Enterprise in the Transportation In- 
dustry’ was the subject of an address by Pennsylvania Rail- 
road's R. W. Talbot, general freight agent. Pointing out 
the precarious financial situation railroads find themselves 
in today, Mr. Talbot urged his listeners to interest them- 
selves in new legislation affecting railroads as important to 
our economy. He deplored the necessity of railroads’ pro- 
viding services which are unprofitable because of inade- 
quate demand for those services. 

Tastes in food flavors in the Near East were outlined by 
Dr. Walter L. Obold, head of the Department of Biological 
Sciences, Drexel Institute of Technology. He traced briefly 
the history of food seasonings which began with garlic in 
the Far East. “As we move west, we meet ginger, pepper 
and the heavier spices and herbs that give flavor and aroma 
to the alimentary pastes,” he explained. 

“The Mediterranean from the Riviera to the Littoral fol- 
lows the Greek desire for heavy seasoning. Sugar waters 
are almost universal and with the tartness of the lemon oils 
they are refreshing to native and transient alike,” he said. 

“What is the function of the extract manufacturer?” Dr. 
Obold asked. “Is it to produce new flavors that will win 
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consumer acceptance or is it to produce old flavors that the 
consumer wants?’ He indicated that both conditions are 
to be considered. In planning new flavors you “must con- 
sider age,” he stressed. The age of an individual de- 
termines his fondness for particular flavors. 

“Your job and your service to the food industry,” de- 
clared Dr. Obold, “is to remove the monotony of diet, lift- 
ing it beyond sophistication to what is really good.” 

Discussing his experiences in Egypt, Dr. Obold revealed 
that most of the food technologists there have been trained 
by American-educated teachers. Popular drinks in Egypt, 
according to Dr. Obold, other than coffee and tea (You 
can't tell the difference between them’) and cocoa, are 
carbonated beverages, infusions of gingers, anise, tamarind, 
red sorrel, cola nuts, salap, barley or rice; sugar-cane juice, 
fruit juices, apricot leather, mughat and buza. 

Concluding his address, Dr. Obold declared: ‘‘Flavors 
have no food value in themselves, but give flavor and add 
variety to the substances used in the diet. Used in modera- 
tion, they are not harmful, used in excess they defeat their 
purpose by making food less palatable. From common salt 
to the exotic oils, they add variety to what would otherwise 
be monotonous diet.” 

K. R. Newman, chairman of the Scientific Research Com- 
mittee of the association, reported data compiled by the com- 
mittee on vanilla extracts during the past year. He said the 
committee recommended: 

“1. A continuation of the investigative study of vanilla 
usage in ice cream in collaboration with the dairy professors. 
2. A continuation of cooperative study of analytical methods 
with the aid of ‘corresponding members’.” 

Market conditions of the vanilla bean and essential oils 
were covered by Ray C. Schlotterer, secretary of the Vanilla 
Bean Association of America, and Waldo F. Reis, president 
of the Essential Oil Association . Both men stressed the 
significance of political conditions as a potent force on 
market prices and supply. Current blockades of China were 
pointed out as creating serious repercussions in the market for 
some commodities. 

Future vanilla crops 

Speaking of the future vanilla crops, Mr. Schlotterer de- 
clared, ‘While it is too early to obtain accurate information 
from Madagascar exporters concerning the 1953 crop, present 
estimates for the Madagascar East Coast vary from 100 to 
250 tons, with an additional 75 to 100 tons from Comores 
and Reunion.” 

He stated it was the belief of many that Mexican vanilla 
might be maintained at prices as high as or higher than, that 
for the Bourbon variety. The future picture does seem 
bright with regard to the Mexican crop, he added. 

Concerning essential oils, Mr. Reis pointed out that prices 
have had a downward tendency with but a few exceptions. 
“The prices of essential oils are very delicately balanced 
against many factors, including crops, weather, transporta- 

(Continued on page 62) 
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® ® Congratulations are being extended 
to Henry M. Scheffer upon his election as 
president of the Anell Trading Corp., 
Front Street coffee importers. 

\t the Anell Trading Corp.’s annual 
meeting, Ben Barish was also elected to 
president and 


the position ot vice 
treasurer 
Active in industry affairs, Mr. Sch- 
effer is vice president of the New York 
City Green Coffee Association. 
@ @ Brazil’s new crop is 30 days late, 
and it will be at least mid-August before 
any of it becomes available in quanity. 
This comment was made by Phil Nel- 
son, of Ruffner, McDowell & Burch, Inc., 
returned from a_ three-week 
He flew down and re- 


after he 
trip to Brazil. 
turned by boat. 

Indications are that the market should 
be firm at least until then, if not after, 
barring imponderables, Mr. Nelson said. 

Colombia wanted to move her coffee 
and had been underselling Brazil, he 
pointed out. He felt that Brazil had lost 
a lot of tonnage to milds in the past 
three months. 
@ @ Samuel Alfred Levy, president of 
the S. A. Levy Co., coffee importers, 
died recently at the age of 64 after an 
extended illness. 

3orn in Vicksburg, Miss., Mr. Levy 
joined the coffee trade as a clerk with 
Leon Israel & Bros., Inc., in their New 
Orleans office. In 1914 he became head 
of the New Orleans office of the A.C. 
Israel Co. 


UATE 


HADAUUANEAUAUUECEUCGUAE ANAL AAT 





During the first world war, Mr. Levy 
joined the U. S. Army, working up to 
first lieutenant. He served on General 
Pershing’s staff in Paris. 

After the war, he organized his own 
coffee importing firm in New Orleans. 
The company was moved to New York 
18 years later. 

Mr. Levy is survived by his wife and 
two. sisters. 

@ 8 Otty Jaramillo, who was in_ the 
United States for eight months, sailed 
for Baranquilla on the Santa Catalina. 
While here, he worked in the San Fran- 
cisco offices of Otis McAllister and also 
attended classes at a university there. 
@e NCA President Ed Aborn turned 
the last meeting of the New York Coffee 
Roasters Association into a_ fascinating 
evening. Speaking at the invitation of 
Fred Kohn, head of the New York group, 
Ed reported on his most recent visits to 
Brazil and Colombia, illustrating his 
points with color movies. 

He discussed crops, told about exper- 
imental stations, and reviewed planting, 
picking and milling operations. 


@ @ The “Mannion Girls” are piling up 
a reputation for magnificent work in 
making dressings for cancer patients. In 
the relatively short time they have been 
underway, they’ve made more than 10,- 
000 items for the New York City Cancer 
Committee. 

Mrs. G. K. Oxholm, of the Cancer 
Committee, recently wrote that she was 
“very very proud of the ‘Mannion Girls’, 


and your thoughtfulness and hard work 
will be a Godsend for many a day for 
those who need the products of your 
hand.” 

If any of the ladies in coffee, tea or 
spice offices would like to lend a hand, 
they can get in touch with Miss M. L. 
Mannion at the Otis McAllister Coffee 
Corp., 129 Front Street. 


ee H. Greenfest & Sons, tea and coffee 
firm formerly located at 49 East 102nd 
Street, have moved down into the coffee 
district. Their offices and plant are now 
at 89 Water Street. 

@ 8 Captain Joseph N. Lala has been 
named manager of the New York office 
of the Delta Line, it has been annonced 
by Thomas J. Conroy, vice president in 
charge of traffic. 

Captain Lala succeeds Fred A. Wendt, 

who has been transferred to the New 
Orleans headquarters. 
@ @ The New York City Green Coffee 
Association has elected some new member 
companies. One is Arnold & Aborn, Inc., 
Linden, N. J., which is headed by NCA 
President Ed Aborn. 

The other companies, associate mem- 

bers, are the Red Circle Trucking Corp., 
175 Front Street, Brooklyn, N. Y., and 
John A. Gilbert, Inc., weighers located 
at 80 Wall Street, New York. 
@ @ All in the line of duty, coffee men, 
reporters and New York City smoke en- 
forcement officials gathered on the roof 
of the Eppens, Smith Co., Long Island 
City, on one of the hottest afternoons of 
the year. 

They were there to witness a plantsize 
demonstration of a new device, the Oxy- 
cat, for coffee smoke elimination. The 
basis is a new catalyst. 

For a full report, see the next issue 
of Corree & TEA INDUSTRIES. 
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New York coffee men relax at one-day outing in New Jersey 





That foursome at the left has just finished a round of golf. From left: 
John Delay, Harold Spitzform, William Burkhard and Vincent Camp- 
bell. In that group picture are the softball teams in the afternoon 
game. Greens and roasts got together for photo. Taking it easy 
toward the late afternoon are the trio at the table. From left: 
Kenneth Fischer, George Hart and Ernest Nockler. Two roasters and 


The New York coffee trade did it 
again. For its one-day outing, held again 
this vear at the Hackensack Golf Club, 
Oradell, N. J., the trade picked just about 
the nicest day vet—clear and sparkling. 

Golf competition was keen all during 
the day. Softball enthusiasts manage 
to put on a morning and afternoon game. 

And in the evening a comfortable 2:0 
coffee men and guests sat down to dinner. 

The New York trade’s outings have 
been unusual in at least one respect for 
a few years. Too many have attended 
for the capacity of the club 

This year the committee in charge de- 
cided on a_ bold solution—limiting the 
attendance—and took upon itself the un- 
enviable task of deciding who would bi 
sold tickets, based on commonsense ¢ n- 
siderations 

The task if unenviable, was exceed- 
ingly well done. No complaints reached 
the ears of this reporter; on the other 
hand, he did hear considerab'e praise for 
the marked improvement the policy had 
achieved 

Golfers, stimulated by the pleasant 
weather, went out onto the course early 
and foursomes continucd moving out into 
\s the sun began to set, 
their numbers grew in and around the 
19th hol 

The silver cup donated by the New 
York Coffe Associaton was 
captured by Austin O’Brien. The silver 
cup offered by the New York Green 
Coffee Association went to W. Watts. 

Other top winners in the golfing tourn- 
ament, who were awarded prizes at the 


the afternoon. 


Roasters 


Chicago 
By JOE ESLER 


@ec. F. Sauer Co. will add three 
new spice lines to their output; parsley 
flakes, celery flakes and crushed red 
pepper 

8 @ William W. Brady has been 
named director of sales and sales man- 
ager of the Grand Union Co. and will 
be located at the New York head- 
quarters. 

@ 8 Jewel Tea Co. has awarded 
service pins for thirty years of service 
to C. F. Jones, assistant branch man- 
ager at San Jose, Calif., and Charles 
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dinner in the evening, included L. Judd, 
T. Greenwood, E. Nockler, J. P. Norton, 
Jr., N. Williams, S. Willey,’ J. M. O’- 
Brien, S. Mindel, Rk. F. Wear, A. Sch1 
legel, W. MacDonald, F. W. Ehrhard, 
Jr., W. Spitzform, W. Notter, P. Schl- 
egel, W. Ullman, W. Sipp, H. F. Baer- 
wald and C. Trueba 

Milton Haas put the ball seven feet 
from the pin to take what was hopefully 
called the hole-in-one prize. Runner-up 
in this category was H. A. Horwitz 

Guest Golf prizes were won by W. | 
Senn and J. Farinon. 

Softball players, who wended their way 
behind) Ralph Lombardi and Clayton 
Mount, in what at times locked like a 
coffee motorcade, to a ball field scveral 
miles away, turned in surprisingly cap- 
able performances. Mr, Lombardi and 
Mr. Mount were in charge of the soft- 
ball games 

Mr. Lombardi emerged as a astenish- 
ingly ceurageous individual. Not = enly 
did he undertake to arrange, successfully, 
with a nearby twonship for the bal!field 
He also umptred the a-ter- 
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to be available 
noon game! 

In the morn‘ng, manpower on both the 
roaster and the green teams was a little 
thin, and youngsters of the neighborhood 
happily volunteered to plug the = gaps. 
Some of the coffee men felt their years 
a little more heavily as they tried to keep 
up with the polished ballplaying of their 
youthful volusteers 

The am ended up with tl 
roasters beating the greens 11-7 

By the time the 


game 


afternoon rolled 


Nonemacher manager at Los 
Angeles 

8 @8 Chicago Coffee Club has trans- 
ferred the annual golf tournament from 
the Elmhurst Country Club to the 
Medinah Country Club, the date Aug- 
ust 27th. St. Louis golfers will come 
to compete for the intercity trophy. 


plant 


8 8 Woolson Spice Co. is introducing 
a new line of Steepolator coffee bags 
packed in 7 oz. Hazel-Atlas screw top 


glass containers under Golden Sun 
label. 
8 8 Lee, division of Consolidated 


Grocers Corp., is using a unit of six 
amber glow tumblers as premiums in 
the Kansas City territory. 
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a railroad man pause under the shade of a tree to chat. 
Fred Kohn, John Mazzei and Walter Browne. 
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From left: 
The seven men at the 
terrace table include (from left) V. Diez, M. Graham, Max Hoffman, 
H. Graf, R. J. Hoffman, John Neuman and C. T. Ney. New com- 
mittee policy ended crowding at dinner, made for comfortable 
evening. 


around, the manpower situation was 
sounder, and coffee men only made up 
the teams. The youngsters twirled their 
gloves on the sidelines and made acid, 
and often weil-deserved, comments 

The greens came back with blood in 
their eves and managed to even out the 
day by beating the rcasters 9-8. 

By and large, the games were played 
with far better skill than the coffee con- 
vention averag 

So confident, in fact, were the New 
York ballplayers that scme of them sug- 
ggested the annual national convention 
softball game be shifted from a roast vs. 
green basis to a regional one. 

“Bring on Chicago New Orleans, the 
West Cceast!” challenged one New 
Yorker. “Well lick them all!’ 

There’s the challenge, duly reported, 
for whatever anyone wants to make of it. 

Prizes were handled differently — this 
vear than at the previous outings. Instead 
of solicitte donations, the committee se- 
lected the awards, financing them out of 
the proceeds of the event. It ended up 
without red ink, from what we hear. 

The general opinion was that, an ex- 
cellent job ot prize selection had been 
done Awards ranged from G. E. clock 
radios and Jones Kroflite Woods to 
Schick razors and ice jugs. 

In addition to the awards to golf win- 
ners, 12 door prizes were also presented. 

Handling the overall arrangements for 
the outing were R. B. Sasseen, Durand 
Fletcher, James P. Norton, J. M. Sul- 
livan, Ed Washa, Fred Kohn and Jerry 
Neuman. 


® 8 Gaylord Container Corp. has de- 
veloped a Picnic Pac. A folding liner 
which quickly converts a regular solid 
fibre carrier case into a water tight 
picnic cooler. The insulation proper- 
ties of solid fibre carrier makes possible 
cold storage of food and drinks for 
hours according to the Gaylord an- 
nouncement. 

8 8 Owens-Illinois Glass Co. is build- 
ing a new technical center in Toledo to 
consolidate all research work at a cen- 
tral location. Burch is vice 
president in charge of research and 


Oscar G. 


engineering. 
8 8 Woolson Spice Co. is now packing 
(Continued on page 61) 
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By W. McKENNON 


@ @ Funeral services for Theodore 
Brent, 79, New Orleans, transportation 
leader, were attended by numerous friends 
and acquaintances in the trade. Mr. 
}rent was chairman and former board 
president of the Mississippi Shipping Co. 
and former president of the International 
Trade Mart. 

Among the honorary pall bearers were 
George Westfeldt, Jr, of Westtfeldt 
Bros., and Fred White, of Stewart,Carnal 
& Co. 

Mr. Brent was one of the organizers of 
the Mississippi Shipping Co. in 1918, as 
a board member. He later became secre- 
tary, then president in 1942, 

He also helped organize the Interna- 
tional House and was past president of 
that organization in a successful effort 
to stimulate trade with South America. 

For his contribution toward improving 
inter-American relationships, Mr. Brent 
received the Thomas F. Cunningham 
trophy in 1948. 
eel. J. Voelkel, Jr. president, and 
Henry F. Scherer, executive vice presi- 
dent of the Douglas Public Service Corp., 
attended the American Warehouseman’s 
Association Convention in Washington, 
1). C., recently. 

@ ® Kent Satterlee, of Bright & Co., has 
returned from a business trip to Guate- 
mala, Salvador and Honduras. 

@ @® Chris Mitchell, of the Oriental Cof- 
fee Co., Birmingham, Alabama, was a 
recent New Orleans visitor. 

® ® Charles Newton, of the Newton 
Grocery Co., Dothan, Alabama, recently 
visited New Orleans on a business trip. 
eew. W. Snyder, of Leon Israel’s 
Chicago office, recently visited the New 
Orleans office on business. 

8 8 Murray Kovin, of the Continental 
Coffee Co., Birmingham, Alabama, was a 
recent visitor in New Orleans. 
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eed. T. Gernon, of Ruffner, Me- 
Dowell & Burch, has returned from a 
business trip which took him through the 
southeastern territory and to Chicago. 
While there, he enjoyed golf and some 
baseball. 

aa. E. Godoy, vice president of W. 
R. Grace & Co, New York City. is in 
town visiting the local office on his way 
io South America for an extensive trip. 
8 @ A. Jabour, of Jabour Exportadora 
e Importadora, Rio, accompanied by his 
nephew, Jorge Jabour Mauad, stopped in 
New Orleans for a brief visit, making 
his headquarters at the Otis McAllister 
offices, before continuing his trip to San 
Francisco, New York and Europe. 

@ @ Fddie Anderson, of Ruffner, Me- 
Dowell & Burch, was out of town re- 
cently on a business trip through the 
Southwest territory. 


@ 8 Fd Ganucheau, of J. Aron & Co., 
New Orleans, is away from the office on 
a trip to the interior in the interest of 
his firm. 


8 ® Floriano Santos, of Marcellino, 
Martins Filho & Cia Rio, was a recent 
business visitor in New Orleans where 
he made his headquarters at the offices of 
Lafaye & Arnaud. 
@ @ James S. Levy of J. Aron & Co., 
accompanied by his wife, is presently on 
vacation in Mexico City, and will spend 
some time there, as well as at other 
points of interest in Mexico. 
@ @ Albert Jarrientos, of  Westfeldt 
Bros., is receiving congratulations. He 
and the former Miss Jeanne Casadavan 
were married recently at St. Mathias. 
@ ® Leon Israel & Bros. have completed 
extensive remodeling and restoration of 
their original building at 300 Magazine 
Street, as well as the building adjoining. 
@ The name of Legendre Bros., Inc., 
has been changed to Legendre & Co., Inc 


St. Louis 
By LEE H. NOLTE 


“The 1953 golf season of the St. Louis 
Coffee Club opened with a bang at Nor- 
wood Country Club. The attendance was 
nearly 50, of which 22 played golf. 

Tom Venker, of the General Grocer 
Co., won the blind bogey. Steve Apted, 
Jr., of Miss Hulling’s Cafeterias, won the 
low gross score, and Ed. McCleery, of 
the Ferd. Dahlen Co., second low gross. 
As usual, everyone went home with a 
nice prize. 




































@ 8 Word has just arrived that the 
Chicago Coffee Club has accepted our in- 
vitation to come to St. Louis in Septem- 
ber for the inter-city tournament. The 
trophy for this tournament is being do- 
nated by the Chicago Coffee Club. We 
are looking forward to having them with 
us. 


Vancouver 
By R. J. FRITH 


ee@eaA. FE. Beeby, who was British 
Columbia manager for the Salada Tea 
Co., of Canada, Ltd., now has the posi- 
tion of sales manager for all territories 
west of the Lakes. He will retain his 
offices in Vancouver. 

® B® George E. Macomb, who until recent 
times was regional manager of Standard 
srands’ B.C. division at Vancouver, has 
left the Coast for Winnipeg, where he 
becomes Western Canadian Regional 
Manager for all Canadian territories 
from the head of the Lakes, to the Coast. 
He takes with him Frank Penrose, also 
of the Vancouver office. Mr. Penrose 
had been his assistant and continues with 
Mr. Macomb in that capacity. 


aeyT. W. Marshall was appointed 
manager of the Thos. J. Lipton Co., Ltd., 
when that company set up its own of- 
fices at 325 Howe Street ,Vancouver, a 
short while ago. Formerly the Lipton 
people merchandized their product in 
B.C. through World Brands Ltd. 
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By MARK M. HALL 


@ @ Demand for coffee on the part of 
local roasters is still considered very slow, 
but some green men believe that the point 
is being reached where there will be more 
activity with prices working up. It is 
felt that grocers and wholesalers are 
just about out of the extra coffee they 
bought back in February and March in 
anticipation of public buying, which did 
not materalize. 


At the time of the late flurry, in 
which coffee reached the hoped for 
historical high as expressed by Walter 
Granicher, the West Coast bought heavily 
of Centrals and Colombians. The East 
did not take the same position on Brazils. 
This local supply of Centrals and Colom- 
bians in a territory without the vast 
markets of the East brought about a 
differential of from 4 to VY cents less 
in the West on spots, afloats or coffce 
for delivery. 

There is some concern being shown on 
the street regarding devaluation of the 
cruzeiro, This may have some effect on 
buying by roasters. 

The political events in Colombia seems 
to have had little influence on coffee 
prices in that country, though as a rule 


green men look for a slight rise in prices 
when such things happen. 

The relation in price of Brazils to 
Central Americans and Colombians has 
led, as indicated above, to big increases 
in the shipment of the milds this year 
over last. 
® ® Mario Esquivel a partner of Aniceto 
Esquivel E. Hijos, of San Jose, Costa 
Rica, spent several weeks in San Fran- 
cisco after his return from the P.C.C.A. 
convention. Prior to returning home, he 
gave a farewell luncheon in the Borgia 
Room of the St. Francis Hotel. Repre- 
sentative coffee and shipping men were 
present. 

@ 8 Cid Stockler, of D. Stockler & 
Cia, Santos exporters, visited San Fran- 
cisco with his wife and children. An- 
other visitor was Jose Silveira of Mal- 
zoni & Cia, Santos. Both concerns are 
representated by Otis McAllister. 

@ @ Ed Johnson Sr. with Mrs. Johnson, 
made a liesurely trip to Brazil on the 
Moore-McCormack liner Brazil. This 
time is was more for rest and pleasure 
than business. 

@ 8 Walter Granicher’s boy, John, a 
graduate of West Point, has just return- 
ed from a year’s duty in Korea. An 
Army engineer, he was in charge of 


road and construction work. 

@ 8 While father Johnson is in Brazil, 
Ed, Jr., is in the Northwest, rustling for 
business, and Bob Powell and his wife 
are trying out some of their fluent Span- 
ish on the Mexicans. 


@ @ Frank Frelleson of B. C. Ireland, 
attended the American Spice Trade As- 
sociation convention at Bedford Springs, 
Pa. It is a beautiful spot, and accord- 
ing to Frank the convention was very 
successful. Another visitor from San 
Francisco was Ralph Stern of McClin- 
tock-Stern Co., Inc. 


@ @ The Western States Tea Associa- 
tion met in the Borgia Room of the St. 
Francis Hotel to hear Charles F. Hutch- 
inson, retired U, S. Supervising Tea Ex- 
aminer, outline some of his experiences 
in talks before groups throughout the 
country to promote proper brewing of 
tea. His traveling expenses are being 
paid by the Tea Council. He would not 
accept any other money for his work. 


@ @ This is a reminder that the W.S.T. 
A. picnic is set for August 30th at San 
Mateo Memorial Park. The same chef 
who barbecued the delicious steaks last 
year will be there—along with Ed Spil- 
lane on one of his thoroughbred horses. 


@ @ Gloria Pellas, daughter of the late 
S. F. Pellas, of San Francisco, was mar- 
ried to Tom Barton, Jr, at Old St. 
Mary’s Church. The bride went to 
school in this city and attended U.C.L.A. 
The groom is a graduate of the Univer- 
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sity of Nevada, and is now employed by 
the Columbia Steel Co. 

F. Alfred Pellas, president of the Nic- 
araguan Sugar Estate, Ltd., Managua, 
Nicaragua, was in San Francisco for the 
wedding of his cousin, Gloria. Besides 
his sugar interests Mr. Pellas is a coffee 
grower, and also represents General 
Motors, Goodyear Tires and other Ameri- 
can firms. 


@ @ The post-convention meet of the 
San Francisco Coffee Club was held at 
the Orinda Country Club. Dinner was 
followed by some local talent and the 
usual games of chance. 


@ 8 Lloyd Thomas, of the S. F. Pellas 
Co., with Mrs. Thomas and their two 
children, flew to Honolulu and returned 
on the Lurline after having spent a few 
delightful weeks in the islands. 


@ @ Fd Spillane, of the G. S. Haly Co., 
accompanied E. T. C. Holmes, of Balmer 
Lawrie & Co., Ltd., in a visit to Los 
Angeles, where they called on the trade. 
@ ® Stanley Evans, of the Harbor Com- 
mission for the Port of San Francisco, 
reports that coffee imports for May, in 
tons, totaled 16,639 and in April were 
23,109—as against 11,335 in May, 1952, 
and 15,843 in April, 1952. The Total for 
the first five months of this year is 78,- 
206, as against 67,760 in 1952. 

8 #8 Bill Morton was a visitor in San 
Francisco last month. There is a story 
told by one of the local green coffee men 
that Bill had to leave Tuesday night 
during the recent P.C.C.A. Convention. 
He had only three minutes to board the 
plane but seemed to be in need of some 
refreshments, so he dropped in at the 
establishment for that purpose at the 
field. Other coffee men were there. Sud- 
denly he noticed the plane crew was 
pulling up the gangplank. Bill made a 
terrific run for his plane, pulled down 
the gangplank and boarded in the face 
of the protesting crew. Never before 
in the history of aviation has such a thing 
been done. 

#ekK C. Tripp, of Moore-McCormack 
Lines, formerly general manager for the 
Pacific Coast, is now vice president in 
charge of activities of the company in 
South America. He will be located in 
Rio, and has moved his family to that 
city. The office in Rio is one of their 
important ones, for it is from that point 
that all their Latin American companies 
are coordinated. 

@ @ Miller M. Riddle recently attended 
a mid-year divisional managers meeting 
of Thomas Lipton, Inc., at the Edgewater 
Beach Hotel, Chicago. Carl I. Wood, 
executive vice president and general 
manager, and M. A. Reilly vice president 
in charge of sales, were there, the latter 
presiding. Mr. Reilly later came to San 
Francisco, where he spent some time. 

@ ® Charlie Nonenmacher, of the Jewel 
Tea, Los Angeles and Lee Elliot, of the 
Defiance Tea and Coffee Co., attended 
the meeting of the board of directors of 
P.C.C.A. in San Francisco. 

@ @ Here’s how Jack Hornung, of the 
Weldon H. Emigh Co., Inc., chairman of 
the golf tournament at the P.C.C.A. con- 


JULY, SSS 


vention, summed up that end of the 
event : 

“Longshot Tom Williams came through 
in fine style to win the Tournament Cup 
and a set of left-handed irons. Our 
president, purse strings McGranicher’, 
originator of the austerity program, ar- 
ranged a splendid discount on the left 
handers but unfortunately there were no 
southpaw golfers in the tournament, a 
fact that was overlooked in the excite- 
ment of the special discount enticement. 
(For the record, Tom decided to con- 
tinue playing the game right-handed and 
had the privilege of exchanging the 
clubs). 

“With the exception of the winner and 
another longshot, Carl Lincoln, favorites 
generally were in the lead in spite of 
numerous water hazards. Ed. Manning, 
Jr., and Gene Heathcote tied for second 
in a nose-to-nose finish, while Earl Lingle 
and Ced Sheerer were both money play- 
ers. Jim DeArmond, low _ handicap 
player, repeated his low gross win of 
last year and at the same time bettered 
his game by one stroke, a rare feat, 
everything considered. 

“Bill Rowe Sr., came through to up- 
hold his record of being a steady money 
player, winning the hole-in-one contest 
with a neat five feet four inches from 
the pin at 150 yards. 

“Oz Granicher kept the President’s 
Prize in the family by winning the Blind 
Bogie. Officials are still trying to de- 
termine just how Walter figured the re- 
sult of this contest. No left-handed 
caddy carts were available. 

“To round out a very successful tour- 
nament, Jack Schimelpfenig sank a 
beautiful nine iron shot on the sixth 
hole, to join the select few hole-in-oners. 
Congratulations, Jack, and thanks for the 
champagne !” 


Southern California 
By VICTOR J. CAIN 


@ @ Breakfast Club Coffee, Inc., an- 
nounced through its president, Andrew S. 
Moseley, the purchase of the City Coffee 
Co. from H. F. (Joe) Magie. The deal 
involved all routes, restaurant equipment, 
trucks and goodwill of the firm. This 
business is being combined with that of 
the Mission Coffee Co., which is situated 
on Pico Boulevard. Joe Magie will con- 
tinue with the new combine, together 
with many of his former personnel. 

@ @ Bill Morton, president of the firm 
W. J. Morton, Inc., recently made a trip 
to San Francisco. While there, he made 
his headquarters at the office of E. A. 
Johnson & Co. 

a @ FE. J. Spillane, owner of the G. S. 
Haly Co., tea importers with offices in 
San Francisco, recently made a trip to 
Los Angeles to call on the trade. Ac- 
companying Ed was E. T. C. Holmes, of 
Balmer Lawrie & Co., Ltd., Calcutta. Mr. 
Holmes was quite impressed with our 
Southern California climate and our fair 
city of Los Angeles as a whole. Upon 
completion of the trip, Mr. Holmes was 
leaving by plane for New York and from 
there for London for a_ brief holiday 


before returning to his home in India. 
@ @ Another great Pacific Coast Coffee 
Association convention has come and 
gone. As usual, it was a great pleasure 
to see all our friends from San Fran- 
cisco, Oakland, Seattle, Portland and 
Vancouver. There was the renewal of 
such golfing foursomes as Bill Morton, 
“Curley” Mooney, Beck Rowe and Norm 
Johnson. 

The tournament was won by Tom Wil- 
liams, of Otis, McAllister, with a score 
of 70 net, and Ed Manning of Manning’s, 
Inc., placed second with a net of 73. 
Gene Heathcote of S. F. Pellas, Carl 
Lincoln of Otis, McdAllister’s Seattle 
office, and Earl Lingle of the Lingle Bros. 
Coffee Co., were running third, fourth, 
and fifth respectively. 


@ @ The Los Angeles Coffee Club helda 
cocktail and dinner party at the Hunting- 
ton Hotel, Pasadena. Cocktails were served 
in the Ship Room, and the group later 
adjourned to the outdoor patio for dinner. 
The weatherman was his usual self and 
provided a delightfully cool evening, even 
to the point of a moonlight setting. The 
affair was well attended, with Mr. and 
Mrs. Ted R. Lingle, Mr. and Mrs. 
Andrew S. Moseley, Mrs. H. O. Knecht, 
Mr. and Mrs. Jack McCue, Mr. Edward 
Apffel, Mr. and Mrs. William Wald- 
schmidt, Mr. and Mrs. Herman Landon, 
Mr. and Mrs. George Smith, Mr. and 
Mrs. Walter Dunne, Mr. and Mrs. Bob 
Ruth, Mr. and Mrs. Laurie Moseley, 
Mr. and Mrs. Earl Lingle, Mr. and Mrs. 
Richard Moseley, Mr. Charles Nonen- 
macher and the Victor Cain’s. 


@e@ Mr. and Mrs. William A. White, 
of the Huggins-Young Coffee Co., made 
a cross-country trip via plane to the East 
Coast. While there they visited New 
York and Washington, D. C., by auto- 
mobile, taking in all the points of interest, 
historical and otherwise. Bill returned 
home feeling well rested and ready again 
for the ardors of the coffee business. 


a @ Bill Waldschmidt, of Otis, McAl- 
lister, had an attack of lumbago which 
was quite painful. However, Bill’s de- 
termination enabled him to make his usual 
rounds of the coffee trade. 


@ @ The Southern California Roasters 
Association held an election of officers for 
the year 1953-54. Andrew S. Moseley, 
of Breakfast Club Coffee, Inc., was 
named president; Roy Farmer, of the 
Farmer Bros. Co., vice president; Earl 
Lingle, of the Lingle Bros. Coffee Co., 
treasurer, and Elwood Bowles, secretary. 


Chicago 


(Continued from page 58) 


instant coffee for the Clover Farm 


stores in 2 and 6 oz. packages. 

@ @ The Clover Farm stores expo- 
sition at the Palmer House had two 
exhibits from the Woolson Spice Co.; 
one devoted to coffee, the other to teas 
and spices under Clover Farm labels. 
N. L. Schmid, president, was assisted 
by W. L. McMillan, John Barron, 
Frank Wood, Verne Kalmbach, and 
Jack George. 
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Producers withdraw coumarin 
from food uses, FDA announces; 
alcohol tax ruling issued 


The Food and Drug Administration announced recently 
that it had been informed by producers of coumarin that 
they are voluntarily withdrawing this flavoring agent from 
sale for all uses in foods. 

Recent pharmacological research raised a question of the 
safety of coumarin, particularly in view of the increasing 
use of this material, FDA stated. 

Withholding coumarin is regarded as a precaution in the 
interest of public safety, even though neither the industry 
nor FDA knows of any case of human illness traceable to 
the flavoring agent, it was pointed out. FDA commended 
the members of the chemical industry for their action in the 
public interest. 

“Animal studies indicate the desirability of removing 
coumarin from foods promptly, but do not dictate the recall 
of outstanding stocks of foods flavored with material,” 
FDA subsequently advised its district offices. 

FDA later clarified its position to include coumarin from 
tonka beans. 

“Studies on the toxicity of coumarin leads to the con- 
clusion that it should not be uscd in food,’ FDA said. 
“There is no reason for assuming that coumarin from 
tonka beans or other vegetable sources acts differently on 
the animal body. We believe that tonka bean extract should 
not be used as an ingredient in foods.” 

A bulletin was issued by the Alcohol Tax Unit of the 
Treasury Department to users of coumarin in which non- 
beverage ethel alcohol is withdrawn for use in flavoring 
products and other food articles. 

“Manufacturers using coumarin in food products manu- 
factured with nonbeverage alcohol should submit revised 
formulas for approval,” the Alcohol Tax Unit advised. 
“Where it is proposed to use ethyl vanillin in the place of 
coumarin, manufacturers should be advised that his office 
holds ethyle vanillin to have approximately 85 per cent 
the flavoring strength of coumarin.” 


E. H. Sennhauser forms own company 


E. H. Sennhauser, widely known in the spice industry, 
has formed a company under his own name to do a 
brokerage business in spices, essential oils and rubber. 

Mr. Sennhauser was associated for many years with 
Volkhart Brothers, Inc., as head of the spice department. 

Prominent in American Spice Trade Association activities, 
Mr. Sennhauser has on various occasions visited the main 
spice producing areas of the world. 

Mr. Sennhauser’s offices are located at 60 Beaver Street, 
New York City 

His many friends in this country and abroad wish him 
the best of luck in his new venture. 


Schutz-O0'Neill names new representatives 


The Schutz-O’Neill Co., Minneapolis, manufacturers of 
spice pulverizers and a complete line of collecting and 
classifying equipment, has announced the appointment of 
L. A. Faunce, Detroit, as sales engineer for Michigan. 

Distribution of the Schutz-O’Neill line in Canada will be 
handled by Upton, Bradeen & James, Ltd., Toronto. 
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Estimate India’s 1952-53 black 


pepper crop at 21,625 tons 

The all-India final estimate of black pepper for 1952-53, 
puts the current year’s area and production at 203,106 acres 
and 21,625 tons, against revised estimates of 201,945 acres 
and 22,965 tons for last year. 

This shows an increase of 1,161 acres, or 0.6 per cent, in 
area and a decline of 1,340 tons, or 5.8 per cent, in produc- 
tion. 

Madras and Travancore-Cochin are the main black pepper 
producing states in the country. During 1952-53, Madras 
reported an increase both in area and production, while 
Travancore-Cochin showed a decline in both, owing to un- 
favorable weather. 


Fritzsche Brothers elects new officers 


Fritzsche Brothers, Inc., 81-year-old essential oil and 
chemical firm, has announced the electicn of Frederick H. 
Leonhardt, former president, to the newly created office of 
chairman of the board. 

Mr. Leonhardt, who is in his 60th year of service with 
the company, joined the firm in 1894 and became its presi- 
dent in 1934. 

John H. Montgomery, first vice president, is Mr. Leon- 
hardt’s successor to the presidency. He came to Fritzsche 
in 1925 after previous wide executive experience in the 
essential oil and chemical fields. 

Other officers elected at the same time include: H. Paul 
Wesemann, first vice president; John L. Cassullo, treasurer; 
D. A. Neary, secretary; Ernest S$. Guenther, second vice 
president; Fred. H. Leonhardt, Jr., third vice president; 
Joseph A. Huisking, fourth vice president; G. A. Wohlfort, 
assistant treasurer; Arthur Hemminger, assistant secretary, 
and Ellis Merkl, comptroller. 


French trade may now reexport Colonial coffees 

French coffee traders may now re-export colonial coffee 
imported into France. 

Reexport will be permitted to the dollar area and most 
E.P.U. countries, but only against the import of Brazilian 
coffee of the same gantity and of approximately the same 
value. 

Import licenses for Brazilian coffee will, however, also be 
granted to firms who do not export colonial coffee. 


FEMA weighs government moves 
(Continued from page 55) 





tion and world politics, as well as demand,” he declared. 
He outlined cenditions and prices on many oils and aromatic 
chemicals, reviewing details previously reported (COFFEE & 
Tea INbustRiEs, April, 1953) in an article by Mr. Reis. 

Social activities at the convention included a golf tourna- 
ment at the Atlantic City Country Club, a boat ride on the 
Atlantic Ocean, and the annual president's reception. Each 
lady in attendance was given a box of imported handker- 
chiefs. 

W. H. Hottinger, Chicago, was elected president of the 
association at the convention's final session. Edward N. 
Heinz, Chicago, was elected vice president and L. P. Symmes, 
Springfield, Mass., was named secretary 

The outgoing president replaced by Mr. Hottinger was 
W. Gordon Grant, Jr., of Atlanta. 
and’ The Field 


Flavor 


INDUSTRIES 





coffee drinking in the U.S. 
is at an all-time high 
(Continued from page 29) 





periods, only 0.01 of cup was instant, and during luncheon 
0.03 cups per person was instant. During the afternoon 
again, 0.01 cup was instant coffee. 

At dinner, 0.05 of a cup, or 11 per cent, was ins‘ant coffee, 
and after dinner 0.02 of a cup was instant coffee. I think 
on the basis of this information that instant coffee is not 
doing quite the supplementary job that was expected of it. 
Instead, it looks to me as though the convenience factor 
of instant coffee is appealing more and more at the breakfast 
time when people are in a rush to catch a train to get to 
work, and don’t want to take the trouble or the pains to 
brew regular coffee. 

To summarize, I think the most significant development 
of our coffee break program is the fact, first, that there was 
a 191/, per cent increase in between-meal coffee drinking, as 
against a 1.6 per cent increase in coffee drinking at meals. 

In terms of cups, this is only a 0.12 of a cup per person 
per day. That figure in itself sounds insignificant, but when 
you multiply 0.12 of a cup per person per day by the 107,- 
000,000 people who are in the age group of eight years and 
over, that means 12,840,000 cups of coffee a day. That in 
turn means 321,000 pounds of reasted coffee per day, 382,- 
000 pounds of green coffee per day, 2,888 bags of coffee 
per day, 86,600 bags per month, or 1,039,000 bags of 
cotfce per year from just that increase of 0.12 cup per person 
per day. 

I think this coffee break selling idea is worth more 
millions of dollars to the industry than ever can be 
estimated. It not only is selling coffee, but has become 
part of the language, and that is something I think our 
friendly competitors in the other segments of the beverage 
business would give their eyeteeth for: something that 
could become naturally a part of the everyday life of the 
entire country. 

If you do, I believe it is not only going to do you a 
great deal of good individually, but it certainly is going to 
do the industry, of which you are such an important part, 
immeasurable good. 


PCCA sees era of coffee expansion 
(Continued from page 13) 





the supervision of several roasters and green men. Roy 
Farmer did some consistent pitching for the roasters and his 
share of the running. George Moran played outfield. Neil 
Hopping caught, made two runs in the third inning, one 
with a homer. Norm Montano caught for the greens and 
Staciviosky pitched for them. Carl Corey seemed to have 
hard luck on first; maybe he was thinking too much of 
golf. Henry Schmidt brought in three men on base with a 
wallop into right field. Beck Rowe played a good game in 
left field. Doug Wood was all over the place, no doubt 
looking for subject matter for his cartoons. 

Golf was under the chairmanship of J. H. Hornung, with 
J. Schimelpfenig, William Seeley and Walter Emmerling 
assisting. The game was played Wednesday but a golf 
sweepstakes rally was held Tuesday evening. Jack Hornung 
announced certain changes in the rules. A deviation from 
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the historical Calcutta Pcol was announced; ticket sellers 
had been busy selling chances on favorites. Ed Johnson, 
Sr., sparked the sale of tickets until a late hour. 

The total chances sold amounted to $1,652. Many more 
individuals participated than is usually the case, because 
of the nominal cost of one dollar per chance. Ninety 
chances paid off. Most of the ticket sales were made on 
golf favorites but the handicaps decided the winners. 

The golf winners were: Tom Williams, handicap 30, low 
net 70, 50 percent; Gene Heathcote, handicap 21, low net, 
25 percent; Ed Manning, Jr., handicap 14, low net 73, 25 
percent. Five chances on Tom Williams returned $168.80 
each for the lucky holders. 

Members of the ccmmittee included Robert C. Powell, 
chairman, Harold King, Elmer Briggs, Joseph G. Hooper, 
Jr., W. Niche!mann, C. G. Eppinger and Earl R. Lingle. 

Wednesday evening, following the golf tournament, coffee 
men gathered for cocktails, then the dinner, with a wind-up 
of entertainment. Ed Johnson was successful in gathering 
together an array of professional talent which kept every- 
body absorbed until the convention was officially over. 


the Dannemiller story 
(Continued from page 38) 





Edward I. at the top level, are Vice President Robert B. 
Sasseen, who handles green coffee buying and Metropolitan 
sales; Vice President H. W. (Chester) Chapman, Jr., in 
charge of overall sales in all other areas; Edward F. Danne- 
miller, corporation secretary; and Thomas E. Greenwood, 
treasurer. 

Dannemiller may be chalking off its 75th year. But in 
this case it’s clearly 75 years young, not old. In awareness 
cf new developments in coffee and tea, in ability to measure 
trends from pist experience and come up with progressive 
answers, the company is way out front with the leaders. 

For example, Dannemiller didn’t either turn its back on, 
or go overboard about, a relatively recent development, 
coffee bags for brewing in the cup. The firm is supplying 
Steepolator coffee bags under private label. Volume on this 
item, Dannemiller reports, is quite steady and favorable. 

Or consider instant coffee, which is taking on a new 
status with its vast expansion in recent years. Dannemiller 
is supplying this product, too, under private label. 

It is this kind of responsiveness to product trends, to 
merchandising deve'opments, to equipment advances which 
makes continued growth for the Dannemiller Coffee Co., 
in the next three-quarters of a century, a pretty safe bet. 


simplifying tea package sizes 
(Continued from page 50) 





Thus, the packs of tea rightfully should include only the 
follow:ng sizes: 

Package tea sizes: 14 pound and 1/, pound. 

Tea bag and tea ball sizes: 16 count, 48 count and 100 


ceunt. 

No group of businessmen can legally act together on in- 
dustry projects without fear of breaking Federal Trade Com- 
mission regulations, particularly with respect to restraint of 
trade. However, the advantages of such a simplification 
program to the trade should be sufficient to warrant indi- 
vidual action by the respective packers, 
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The consumer enjoying a cup of pre-breakfast coffee cannot 
be expected to appreciate the part Otis, McAllister plays 
in the coffee industry. The roaster does. 


As specialists in coffee, Otis exercises a stabilizing 
influence on world markets by buying coffee in many 
different areas. Otis’ research has resulted in the de- 
velopment of dependable, uniform types of coffee, helping 
to contribute to the entire coffee marketing picture. 


All these activities and services are in addition to Otis 
McAlllister’s prime function as a dependable supplier of 
coffees to many of the world’s roasters. 


Producers OT Don Carlos Medellins « Otis Armenias 
Otis Girardots + Rollo Bucks « Otis Coatepecs « Central 
Americans « Venezuelans « Carmencita Manizales and those 
Team-Mates of Quality Genuine Custom-Built Vintage Bourbons 


OTIS MCALLISTER 


Established 1892 


310 Sansome St. 510 N. Dearborn St. 321 International Trade Mart 837 Traction Ave. 129 Front St. 228 King St., East 
SAN FRANCISCO 4 CHICAGO 10 NEW ORLEANS 12 LOS ANGELES 13 NEW YORK 5 TORONTO 2 


1 Main St., HOUSTON 216 S. 7th St., ST. LOUIS 2 Pier 59, SEATTLE | 














